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unique, precision methods solve 
your "step and repeat” problems. 
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art for 


SLIDES? 







For helpful hints, friendly suggestions.er tech-: 
nical advice...that can save you time, avoid 
errors or help you get the kind of reproduction 
you want, just call JUdson 2-1396. You'll be 

Admaster talking to Admaster, America’s headquarters for 
PRINTS, INC. slide know-how and reproduction facilities. Any 
ADMASTER BUILDING size or type slide...color or black & white... 
1168 SIXTH AVE., N. MC: pneet acing or large pace can do 
JUdson 2-1396 the job right. Tough deadline? Admaster offers 
SAME DAY SERVICE on all types of slides... 
including color! As long as it has something to 

do with a slide, give us a call ... anytime. 
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RON McKEE 


...an exciting new talent! 


Ron McKee is one of the most versatile 
illustrators we’ve seen. He is able to 

range from the highly decorative to the 
completely literal picture—and he does it 
equally well in all mediums. He has a 
certain flair that gives his work a 
distinctiveness, regardless of the area of 
illustration or the method of execution. 
He has an exquisite sense of color that has 
prompted art directors to use him to 

plan the color effects for complete programs. 
We’re extremely proud to have Ron 

on our illustration staff—and we 

urge art buyers to investigate 

the great talent of this young man. 


McNAMARA BROTHERS, INC. 
38th Floor, Penobscot Building 
Detroit 26, Michigan 

WOodward 1-9190 


For More Style in Your Ads 
. . . Use Illustrations 


Ron McKee and his identical twin brother Don at 
the ripe age of 10 launched a high powered partner- 
ship in art. It eventually became apparent that a 
little art training might be in order. They attended 
the University of Kansas City, Kansas City Art 
Institute and Academy of Art in Chicago; working 
evenings in a Chicago studio. This partnership 
continued into the army. Ron then went on to Art 
Center, Los Angeles. With a Bachelor of Profes- 
sional Arts Degree tucked under his arm, Ron 
headed for McNamara’s. He is married to a 
beautiful fashion artist. Photography and abstract 
painting are his hobbies. 
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trend...to prove that whatever you do selis 


To justify your very existence in this madvertising business 
you've got to prove that what you do moves merchandise, 
molds opinions, forms ideas, sells. 

Once upon a time sales were made by salesmen. Now, 
if you can believe everything you hear, sales are made by 
ad executives, researchers, copywriters, art directors. 

One of Printers’ Ink’s more important stories recently 
was a two-part piece, loaded with statistics and curves, show- 
ing that advertising sells. They finally pinned down a correla- 
tion between the ad and the sale. 

No one can ever accuse industrial designers of being shy 
about their ability to increase sales. One of their recent direct 
mail pieces starts off with “Design for Sales.” 

When the jury for the New York ADC show reviewed its 
own decisions in a post-mortem session with your editor, 
there was unanimous recognition of today’s concern (on the 
part of the creative man) with concept rather than execution, 
with purpose and with measuring result in terms of objective 
accomplished (sales) rather than in terms of art. 

It doesn’t seem to matter whether this is good or bad. 
That’s the tempo of the moment. Some call it maturity. 

And some call it a defense. With pressures on management 
to produce, produce, produce, every dollar spent is measured 
in terms of results. Nothing vague. Concrete results. 

The copywriter, the ad manager, the AD, the designer 
have to justify their existence today as salesmen in the pro- 
duce-or-get-out atmosphere of the marketing concept. 

So now — for better or for worse — you are a salesman. 
What's more, you have to spend a lot of time to tell everyone 
else you understand this. Someday, the semantics in this field 
will allow salesmen to make sales and art directors to art direct. 
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NOBODY, BUT NOBODY GETS TESTIMONIALS 


INTERSTAT 


Batten, Barton, Durstine & Osborn, Inc. 


Pittsburgh, Pa. 
“We just received the pictures of Roto-Rooter for United States Steel. Very frankly, the art director 
on this account and | were ready to take bets that you couldn’t produce the photograph in the 
impossible length of time we requested. | gave the picture to Paul (the art director) and we both 
shook our heads, and | sat down to write this letter to you because we are both grateful that you 
could give us such crackling service when we needed it so badly.” 

— DAVID BARBOUR, ACCOUNT EXECUTIVE 


PERRY-BROWN. INCE &é 





“4G 
Ketchum, MacLeod & Grove, Inc. 


Pittsburgh, Pa. 


“It was a wonderful story, and the pictures were just what we wanted. National Supply is 
delighted. No one has ever come up with anywhere near as thorough a job in their history . . . 
and that dates back to 1825 A.D.” — CHARLES LITTLE, ACCOUNT EXECUTIVE 


General Mills, Inc. 








ROAD CONSTRUCTION AND 
MAINTENANCE EQUIPMENT 


Cincinnati, Ohio 
“Interstate has provided us with a higher percentage of usable advertising and editorial photog- 
raphy and case history material than any other previous source in the 76-year history of our com- 


pany.” WILLIAM A. BRAMLAGE, ADVERTISING AND SALES PROMOTION MANAGER 


73 
4 MANITOWOC ENGINEERING CORP. 


DESIGNERS AND BUILDERS OF SPEEOCRANES + SPEEDSHWOVELS * SPEED ORAGLINES 




















NOBODY, BUT NOBODY GETS TESTIMONIALS LIKE 


ia: Swe 








“We have found INTERSTATE to be fast, efficient, thorough, reasonably priced. They 
keep us informed of the situation during the project, and do a magnificent job on follow- 
up and delivery. Not only do they understand basic advertising photographic requirements 
such as composition, color, function of equipment, etc... . but they have an impressive 
comprehension of merchandising and purpose.” 

DAVID AUSTIN. N. W. AYER & SON, INC., Philadelphia 





INTERSTATE 


DIVISION 





INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 


EXECUTIVE OFFICES: 675 FIFTH AVE... NEW YORK 22, N.Y., MURRAY HILL 8-1880 
MIDWEST REGIONAL OFFICE: 469 EAST OHIO ST., CHICAGO 11, ILL., MICHIGAN 2-0080 
WEST COAST REGIONAL OFFICE: 700 MONTGOMERY ST., SAN FRANCISCO Ii, CAL... GARFIELD 1-1987 
DISTRICT OFFICES: PARK AVENUE BLDG.,. N. W. COR. PARK & ADAMS AVES., DETROIT 26, MICH., WOODWARD 1-6900 
B. F, JONES BLDG. ANNEX, 311 ROSS ST., PITTSBURGH 19, PA., COURT 1-2980 
3639 WILSHIRE BLVD., LOS ANGELES 5, CAL., DUNKIRK 5-716! 


ALEXANDER ROBERTS: PRESIDENT ano GENERAL MANAGER 





New 
Lucygraf 


available 


in 2 
sizes! 


*Limited offer 
NEW MODEL B 
$275.00 COMPLETE 


a 

~ 

7 > wi SAUL 
states, "We selected 

Lucygraf for our studio, It has a 
bright, sharp image and is fast 
operating. A valuable asset to 
our office." 


FEATURES 


1. HOOD: Grey vinyl, removable. 

2. LID: Fits flush, piano hinge. 

3. FOCAL PLATE: 18” x 24”. 

4. LIGHT SWITCH: 110 AC 

5. BELLOWS : Heavy duty rollaway. 

6.CABLE CONTROLS: Of vinyi 
covered steel strand. Direct-drive 
focusing provides absolute tuning 
in a fraction of the time required 
by crank types. 

7. CALIBRATED PANEL: Of white 
Formica indicates settings clearly 
and accurately. 

8. LENS: Wollensak Raptar F4.5-32. 
Enlarges and reduces over 400%. 

9 LIGHTS: Two 300 watt standard 
bulbs in swivel mounts provide 
brilliant image on tracing paper 
or two-ply Strathmore! (No hand 
shadow.) 

10. COPY BOARD: 17” x 23” (Handles 
a full size newspaper page.) 

11. CABINET: Rugged heavy ply con- 
struction beautifully finished in 
neutral beige. 


DIMENSIONS: 42° stand up height 
to focal plate. Floor area approx. 
26” x 24” 


BUY DIRECT FROM LUCYGRAF! 
Here is the Luci that outperforms 
therm all! No other unit operates 
so easily or quickly... gives a 
clearer, sharper image, or offers 
such big production capacity in so 
small a space. A new design con- 
cept that is completely trouble- 
free, vinyl-covered speed-set 
steel cable controls and clear 
visual calibrations make poss- 
ible instantaneous, so-drift foc- 
us at every setting. 

NOW AVAILABLE - Model "B" 
Lucygraf. Same, except bigger 
dimensions. (Focal plate, 25" X 
23" - copy board, 24" X 22"). 
Price $278. 00 complete. 





This low price is only possible 
because you are buying direct... 
without a demonstration. However, 
if you are not completely satisfied 
with your Lucygraf, notify Lucygraf 
Mfg. Co. within ten days of receipt 
of your unit and full price will be 
promptly refunded upon return of 
unit, prepaid. 











WOW TO ORDER 
FULL PAYMENT with order ($198.00)... 
Shipped prepaid (U.S.A only) 
PAYMENT PLAN... $100.00 payment with order. 
Balance in two equal monthly payments (60 days). 
: Shipped F.0.B. Los-Angeles 
In California ... Add 4% Sales Tax 


Lueygraf Manufacturing Co. - 1929 Hillhurst Ave. - Los Angeles - NO 1-0637 





business briefs 


Now that it’s mid-Spring, hard data is in on 
studio billings for the winter months. 
The last quarter of °58, according to 
CAM Report, newsletter for studio man- 
agement, showed billings rising well 
above the 1957 base month after trailing 
it for most of the year. By December 
studios were averaging 40% over their 
1957 average month. 


For the first time data is now available to 
compare the current month with the cor- 
responding month a year ago. Studio 
billings for January 1958 were 84% of 
the base month. January 1959 billings 
averaged 129%, a gain of 45 points. 
However the January 1959 data is a little 
misleading because it is spotty. Several 
studios had sensational billings and 
pulled the average up deceptively. Ac- 
tually, as many studios ran under 100% 
as over. ° 


If you are trying to guess where the rest of 
this year is headed, you've got to keep 
an eye on quite a few things. Some 
of the most important: Congressional 
spending, steel strike potential, Berlin, 
and the unemployment count. 


With the administration inflation-cautious and 
some economists advising that steady, 
slow inflation is inevitable with eco- 
nomic expansion, even desirable as an 
alternative to no inflation and a held- 
back economy, Congress is aiming to 
spend more than the administration is 
calling for. The added spending, some 
economists say, will spur manufacturing, 
investing, help expand economy and 
absorb more of the unemployed. 


Berlin crisis too may encourage administration 
to loosen up its budget. The balanced 
budget which is so revered in some quar- 
ters is regarded by others as a brake on 
the economy, a partial cause of unem- 
ployment, and a means for putting us 
at competitive disadvantage with the 
USSR. . 


With steel contract running out before mid-year 
a big strike may be in the offing. Al- 
though much steel has been ordered in 
anticipation so that other industries 
won't be immediately paralyzed by the 
steel shutdown, if the strike doesn’t 
materialize steel orders may drop as 
buyers use up their first-half deliveries. 
Big factor, affecting overall consumer 
buying power, is that with the 62,000,000 
employed we still have almost 5,000,000 
unemployed. Watch that figure as the 
months go by. © 
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...the booklet describing the many kinds of 
creative services available from Stephens 
Biondi-DeCicco. It shows examples of bro 
chures, corporate programs, packaging, slid 
films and p.o.p. material. It is available fred 
from our Chicago office. Write NoW. __,22%2%«, 
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letters 


Set the record straight... 


Naturally, I am honored that I was 
nominated for the National Society Art 
Director Award and pleased to appear 
in your magazine with the other fine 
gentlemen. (See February Art Direc- 
tion.) However, I saw such a glaring 
error in the write-up beneath my pic- 
ture that I must set the record straight. 
Reference was made to my handling, 

among other campaigns, that of Jergens 
Lotion. This is not correct. It is true 
that over a period of years I have 
worked with the Jergens and Woodbury 
people on some of their products, but 
Jergens Lotion was not one of them. To 
the best of my knowledge, until fairly 
recently when the account went to 
Cunningham & Walsh, Ted Sandler of 
Robert Orr Agency handled all of the 
Jergens Lotion art direction. Any credit 
in that direction should go to him. 

C. Thomas Martin, 

Stockton, West, Burkhart, Inc., 

Cincinnati 


Night into day... 


Herschel Levit’s fine, sensitive portrait 
shown in the Director’s Art Institute ad 
on Page 19 of your February issue was 
completely negated — literally — when it 
appeared reversed, white on black. As 
you know, Mr. Levit’s drawing is accu- 
rate, exquisite, so that this reversal did 
his portrait a great injustice. Here is 
how it should look. 
David N. Bradshaw, 

Director’s Art Institute 





Change of Address. Please send an address 
stencil impression from a _ recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 19 W. 44th 
St., NYC 36. 
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New York’s Finest Facilities 















for 
Photographers, 
Art Directors 
and Display 
Directors... 













Six floors of Studios 
and Shops to satisfy 
your most demanding 
requirements. 


Studios up to 5,500 
Sq. Ft. at advantage- 
ous daily or weekly 
rates... 












Construction of your 
backgrounds and dis- 
plays meticulously 
handled in our car- 
pentry, paint and 
metal shops. 











Loading, Dark and Dressing Rooms 
Automobile Elevator, 18’5” x 8’6” 
White Bounce Panels, 9’ x 15’ | 
Electrical Service, 60,000 Watts in 
each Studio (more available). | 













For full information 
phone CHelsea 2-9000 
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the finest 
red sable water color brush 
designed specifically for the 
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brush mfg. corp. 
120 south columbus eve. 





mount vernon, 0. y. 


Write for free copy: “Illustration, Retouching, Lettering with the Red Sable Water Color Brush.” 
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ugh! ly? 


ugh (i;06;ik), Jnterj. [Imitative] An excla- 
mation expressing disgust, horror, or recoil; 
—usually accompanied by a shudder. 

ug’ly (iig’li), adj; Offensive to the sight; con- 
trary to beauty; of disagreeable or loathsome 
aspect; unsightly; hideous. 

ug’li-ness (ig’ li-nés;-nis), noun. Quality or 
state of being ugly. In aesthetics ugliness is 
the opposite of beauty. The ugly has, how- 
ever, been conceded to possess aesthetic 
value either as being true to life and having 
an intrinsic interest of its own, or as enhanc- 
ing beauty by contrast, or as essential to the 
attainment of unity in variety. 








lgliness, like beauty, is in the eye of the beholder. It is a value imposed upon 
thing which, properly used, might well be called beautiful. At SH&L we try to 
void misleading labels. Our business is to design for advertising. Typography 
sone of our essential tools. If what we do with it is effective, we don't care if 
is called pretty, ugly, or pretty ugly. If you think as we do, we ought to get 
gether. Call Herb Lubalin at Plaza 1-1250, where we take the ugh! out of ugly. 











The NEW paste-up color acetate sheets in 





Siclaleleiac Mel OM ilsl(:Mttaactst, MB lel. (cio 


LOR- DOT 


Calle-Tok Color-Dot has been created for use in layouts, com- 
prehensives and finished art. It is ideal for all types of 
PRESENTATIONS, PACKAGE DESIGNS, VISUAL AIDS, CHARTS, 
GRAPHS, SLIDES, etc. Use it for OFFSET, LETTERPRESS, SILK 
SCREEN, NEWSPAPER and practically every means of repro- 
duction. 


















&® DIFFERENT TRANSPARENT ACETATE SHEETS comprised 
@f.15 different colors. All printed in standard 60 line screens 
with 15, 30, 60, and 100% tones. Colors you know the 
printer can match. All colors matched to standard printing 
inks including the colors recommended by THE AMERICAN 
MEWSPAPER PUBLISHERS ASSOCIATION and THE AMERI- 
CAN ASSOCIATION OF ADVERTISING AGENCIES ROP inks. 


CELLO-TAK CAN BE USED TO CREATE 
PRE-SEPARATED ART FOR 1, 2, 3 
AND 4 COLOR PROCESS. 


With Celle-Tak COLOR-Dot overlays, you can prepare 
the separation copy in the same color in which it is to be 
reproduced, You see the aft exactly as it appears in the 
fina! printing. Because the overlay is already in a dot 
screen, the plate can be made in line cut. By using the 
specified filter, the cost is brought down to about 25% 
of what it normally would be. 

- + » pre-coated with a SPECIAL WAX ADHESIVE 
which permits the user to shift the sheets easily 
before adhering inte final position. 

The color is REMOVABLE. Vignetting, scratchboard end 
special effects are a simple matter of technique. 


Use Cello-Tak for layout and finish: 


CHECK THESE OUTSTANDING ECONOMY FEATURES: 


oS Cut and use only the required amount of film 
needed. No necessity to wash away and waste 
un-used area. 


af Four different tones of @ particular color can be 
used on one overlay. 


S Colors prepared in standard screen tones for line- 
cut economy in 


fT Y Register marks in corresponding color are part 
of each sheet. 


ces 12” x 17” color area $125 cast 


Ask for FREE attractive “HOW-TO-DO-IT” BOOKLETS today 





















QUALITY 
ART MATERIALS 


A.!|. FRIEDMAN 
IN | 25 WEST 45th ~~ 


NEW YORK 36 N 





CIRCLE §-6600 





calendar 


Through May 1 .. . Baltimore Art Directors 
Club Ninth Annual Exhibition, main gallery, 
Maryland Institute. 


Through May 2... Washington AD show, 
Statler hotel. 


May 1959. . . Art Directors Club of Milwaukee 
Exhibit to be held in conjunction with Careers 
in Visual Communications Conference. 


May 2-June 5. . . STA show Chicago. 


May 6... AIGA plant tour, Curtis Paper Co., 
Newark, Dela. May 13, Du Pont Printing De- 
velopment Laboratory, Philadelphia. Details 
at AIGA. ; 


May 8-31 . . . Philadelphia AD show, Com- 
mercial Museum; Awards dinner-dance May 
16, Warwick Hotel. 


May 14... 1959 Advertising Conference, 
University of Michigan, Rackham Bldg., Ann 
Arbor. Prof. Donald B. Gooch, chairman, con- 
ference planning committee. 


May 25-June 12 .. . AIGA Printing for Com- 
merce and 50 Ads of the Year show, at Time 
Inc. gallery, 9 Rockefeller PI. 


May 31-June 21 . . . New Jersey Water Color 
Society, Annual Members’ Exhibit, Montclair 
Art Museum. 


June 1-June 10. . . Art Directors Club of Mon- 
treal, Eighth National Exhibition. Montreal 
Museum of Fine Arts. Awards Dinner, June 1. 


June 4... Awards dinner, Rochester AD club, 
Memorial Art Gallery. Show runs 2 weeks. 


June 9-13 . . . Sixth International Advertising 
Film Festival, Cannes. 


To Labor Day . . . “The Roaring ‘20s,’ mani- 
kins and photos, Museum of the City of New 
York. 


September . . . Art Directors Club of Toronto, 
First Canadian Communications Conference. 
Stratford Festival Theatre. 


Sept. 25 . . . Advertising Research Foundation, 
Fifth Annual Conference, Waldorf-Astoria. 


Sept. 29 . . . Fourth Annual Newspaper ROP 
Color Conference, Biltmore. 


American Museum of Natural History . . . Folk 
Art from Roumania, opens May 6. Wild Flow- 
ers of Switzerland, watercolors b} Swiss 
painter Pia Roshardt, through May 24. 


Arts Club of Chicago . . . Paintings by Vieira 
da Silva, Nicholas de Stael, and Wols, 
through May 16; Art and the Found Object, 
May 20-June 20. * 
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BULMER, a perennial favorite for fine bookmaking, 
is available for fast, economical linecasting machine 
composition ¢> This exquisite transitional design 
with its spirited italic is truly versatile. It is the 
natural selection in contemporary layout wherever 
an air of distinction is desired ¢> Intertype Bulmer is 
now offered in 6, 7, 8, 9, 10, 11, 12 and 14 point sizes. 
This is 12 point. Display is Fotosetter Bulmer. 


Intertype Company 


A Division of Harris-Intertype Corporation 


360 Furman Street, Brooklyn 1, N. Y. 
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B.! Farber 


Repetition is purposeful. The 
human cycle, the trees, the 
seasons tell you so, in the way 
they perpetuate themselves. In 
art, as in nature, the repeating 
image has a force of its own, 
lives by its own design. At 
Franklin Typographers, we 
have always tried to repeat 
a certain standard. That's 
how our reputation grows... 
Call us. We love to talk type, 
again and again and again. 


Won't you ask for our book. 


56566. 


\ 


7 AZZ 





German Title Condensed & Garamond Oldface Ltalic 


Franklin Typographers 225 West 39th Street, New York 18, “PEnnsylvania 6.4708 














When a godd | impression nis important, it’s Sebortant to call us. 


ROYAL 
TYPOG 
RAPHE 
RSG 


311 WEST 43 STREET, NEW YORK, JU 2-3250 
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what's new 


LucyGraF: This new “Luci” features 
speed-set controls, is said to enlarge and 
reduce over 400 percent, has unique 
direct drive steel cable control and cali- 
brated front panel allowing instantane- 
ous setting to any size image. Informa- 
tion from Lucygraf Mfg. Co., Dept. 2, 
1929 N. Hillhurst Ave., Los Angeles 27, 
Calif. 


SCREEN DOT PASTE-UP SHEETS: Fifteen colors 
in 60 line screen dot paste-up color 
acetate sheets, with wax adhesive back- 
ings, are available from Cello-Tak Co., 
131 W. 45 St., NYC 36. The Color-Dot 
colors come in tones of 15, 30, 60 and 
100 percent. Colors are available in 
matching inks from the Frederick K. 
Levey and the Sinclair & Valentine Ink 
companies. Recommended ANPA and 
4A standard ROP colors are included. 
Iilustrated brochure and sample from 
art suppy dealers or Cello-Tak. 


PHOTOCOPYING UNIT INFORMATION: A new 
catalog from Statmaster Corp., 19 W. 44 
St., NYC 36, describes in text and pic- 
tures the firm’s three models of its all- 
in-one photo-copying unit. Booklet gives 
examples of maximum enlargements and 
reductions possible. The Statmaster in- 
corporates a stat and copy camera, en- 
larger and “lucy” for tracing, in a 
compact completely equipped darkroom. 


COLOR MOVIE ON PHOTO-REPRODUCTION: 
A 23-minute color movie from Graphic 
Reproduction Div., Eastman Kodak Co., 
Rochester 4, NY, illustrates savings pos- 
sible with photo-reproduction. The film, 
Photo-Reproduction, can be borrowed. 


TRANSPARENT PLASTIC SKIN:. P.O.M.V. film 
offers grease resistance, is moisture-proof, 
dirtproof, and its clarity permits blue- 
printing and other copying of art after 
it has been permanently protective- 
sealed with the film. For sample and 
information, write B. Lechner, Print-A- 
Tube Co., 114 Essex St., Rochelle Park, 
N. J. 


TRIPOD/SKETCHBOX/PALETTE UNIT: Rigidity, 
compactness and ease of assembly charac- 
terize Weber Tripod-Easel with Sketch- 
box. Made of lightweight woods, unit 
has adjustable tripod, detachable 12 x 16 
inch sketchbox and palette. Box has 
canvas-holding attachments which ad- 
just to canvas and canvas board, up to 
80 inches in height. F. Weber Co., Inc., 
1220 Buttonwood St., Philadelphia 23. 


(continued on page 42) 
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Briggs ... by Briggs 


RECIPE FOR A TREND 


Mix one fresh idea with one batch of imitators, 
presto, you've got a trend, advises Austin Briggs 


(Illustrator Austin Briggs told members 
of the Art Directors Club of New York, 
on March 4, what he likes about ADs 
and what he doesn’t like about trends. 
Here’s the gist of his talk.) 


All of us, art directors and artists alike, 
who have to earn a living in art, are 
eternally involved in trying to reduce to 
a routine something that can’t be re- 
duced to a routine. 

Living day by day we try to hit a 
level and we try to make the ads hit a 
level. But then an awkward question 
rises! “What is going to lift us above 
this level?” For something must lift us 
from this level in order that we may 
excel. If you people think I’m going to 
tell you how to rise above the daily level 
you're mad optimists. I don’t know the 
answer. I know only that we have to 
keep looking for it. 

One of the unspoken theories behind 
advertising research is this— that once 
the researchers find an effective form of 
advertising we can then make a routine 
out of it that will be endlessly effective. 
Obviously this is a no-good theory. The 
“effective” ad will equally become in- 
effective because of repetition and we 
will again be faced with the need to 
rise above ourselves. Questionnaires are 
never going to be a substitute for talent 
—and talent needs courage. 

Somebody has called trends the can- 
cer of our business. An effective idea 
that rises above the common level is 
usually pounced upon and ridden until 
the horse dies. One reason why trends 
are so overwhelmingly destructive is that 
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we not only have to deal with the artist 
who starts one, who invents the idea, 
but the six or eight others, the imita- 
tors, men whose sole function it is to 
catch trends, like streetcars, and ride 
them to the end of the line. It’s because 
this process produces such an_ over- 
whelming public ennui that trends final- 
ly break down of their own weight. 

We know how trends run in our field. 
First illustrators will ride high, then 
there'll be a shift to photographers. Just 
as soon as the photographers get them- 
selves organized for luxurious living the 
shift goes back to illustrators. But the 
remarkable thing is that when the trend 
shifts to the camera it is usually a group 
of new photographers which carries the 
flag. And when it shifts back to artists 
we see new names being recognized al- 
most every time. This is a tribute to the 
power of a fresh idea — another proof 
that our business can never be routiniz- 
ed for very long. 

The artist who has really learned how 
to live contentedly with a routine is in 
danger —and so is the art director. It 
is here that the artist needs the ima- 
ginative art director. 

The best art directors I know are the 
ones who somehow make me feel that 
they will welcome a contribution, yet 
seldom draw a line on paper. They're 
the ones who give me the feeling that 
the next trend might be born right here 
and now on this very job. Like a good 
midwife, they don’t mind the mess that 
goes with the birth. These men can hear 
the cry of the baby, and sometimes they 
can even make their clients hear it. All 
art directors are happy men but these 
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are the happiest. In addition to a salary 
they have something that’s worth work- 
ing for—and that’s really being paid 
twice. 

Probably what we artists need is an 
ethic for how to behave during a trend 
that’s running against us. It's silly to 
become bitter and knock the competi- 
tion. It's much healthier for us to 
realize the photographers have probably 
made a contribution. I don’t think all 
of them have. They have their imitators 
too. And in back of the imitative photo- 
grapher is the imitative art director. 
I'm willing to admit that possibly the 
good photographer has shown us a new 
way to see things. I would like, if I were 
able, to out-see him. This leads us into 
the field of creativity itself, for in my 
view, the important consideration is not 
technique (if we don’t have that why 
are we here today) but how truly we 
see, how freshly we see, how far we see. 

Perhaps we need the kind of art 
director who is discontented with us 
precisely because he believes in us. 
Recently I did a job which went this 
way. I made a rough in line and flat 
color. When I sent in the sketch I at- 
tached a note saying that if the sketch 
were okayed it might be interesting to 
do the finish in much the same way as 
the rough had been done. The art di- 
rector called and told me he agreed. 
When I did the finish, either because I 
was tired, or squeamish, or afraid, I 
painted it in a more or less conven- 
tional manner. Nevertheless, I was con- 
vinced it was a very good job when I 
sent it in. In New York that afternoon 
I discovered, to my consternation, that 
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thirty-nine 
variations 
on a theme... 





tee 5-0 


... all with the consumer appeal of 
photography ... all selling Newport .. . 

and all done via color prints with the type on 
transparent overlays, defining exactly 

how each element would appear. 

What a presentation for a new campaign! . 

Lennen & Newell’s Richard Mancini : & 
and photographer Richard Beattie chose 
Kodak Ektacolor prints to create more than 
three dozen advertisements, car cards, 
billboards, and display pieces. 

Neither they nor P. Lorillard’s advertising 
manager, Thomas Tausig, had to guess 
final treatments. There they were! 

The Kodak Ektacolor system is the source 
of all things photographic—color prints, 
transparencies, black-and-whites. Let your 
photographer help you benefit from 
this most modern medium. 












Write for free 8-page 
booklet about how 
photography helped solve 
Newport’s problems. 







NEWPORT 
> Bl 


REPRODUCED FROM 
AN EKTACOLOR PRINT. 
NEGATIVE: 24% X 2¥% 
KODACOLOR. 








EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 
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recipe 


(Continued) 


the art director didn’t like my picture. 
I went to his ofhee and told him I 
thought it was a hell of a good job. He 
agreed that it was a good job but he 
thought i would have been better the 
other wav. We snarled at each other 
flor hall an hour. Finally TP told him that 
other commitments made it impossible 
to find the time to do it over, and left. 
Phis was on Friday. Over the week-end 
I thouweht about the situation and on 
Monday called my other clients and 
pushed and shoved until PE had enough 
time to do the picture over. T started 
the re-do Monday afternoon. About 
Phursdav the art director called me and 
told me contritely that he had been 
wondering what he would do if the sec 
ond picture wasn’t as good as the first. 
Should he just leave town quietly with- 
out telling anvone where he was going? 
I assured him that IT was happy T was 
doing it over and hoped he would feel 
the same wav. When I delivered the 
picture he showed both of them to his 
editor. The editor said. “Which one do 
vou like?” The art director answered, 
“The second.” The editor decided, 
“Then that’s the one we'll run.” A good 
art director is one who is willing to take 
bruises from his artist and lumps from 
his editor. 

Sometimes the kev, not to a mere 
change of style. but to greater effec- 
tiveness is to consider what vou really 
like to do. This is often a better ap- 
proach than to ask yourself feverishly, 
“What's likely to succeed?” T like to do 
drawings. In the last few vears ve done 
more and more of them. Not as many as 
Id like to do. but some art directors 
have thought that drawings look less 
like photographs than paintings some- 
times do, and achieve a more unique 
identity. In this case. lookine inside 
for the answer has obviously been better 
than looking outside. 

\ trend doesn’t have to be new to 
enjoy aorun, As a matter of fact. it 
rarely is The French writer, Pascal. 
said that no man could tell a complete 
lic because no man was original enough 
to do so. Something old and true would 
creep ing Pm not convinced that several 
new trends are really verv new. We see 
new decorative trends coming alone 
which perhaps might be recognized by 
Vuillard, and some others. But if anv 
one wants to call them new T don't 
object. They're perhaps new for those 
who do them and new for those who 
view them. Certainly there’s a kind of 
originality in) copying something old, 
rather than something recent 





I hope T won't offend anybody by 
saying that IT feel there was a time when 
the art) director's position was more 
important than it is now. He's still very 
damn important to me! On the old 
Woman's Home Companion, Henry 
Quinan’s word was listened to and re 
spected. He was an educated man fa 
miliar with the history of art and il 
lustration. But over the vears the art 
director's position has lessened. Agen 
cies are full of men who are verv a 
ticulate, whereas the art director can 
say very litthe except ina visual way. 

Kaselow’s column, in the New York 
Herald Tribune, seldom mentions even 
such an event as a guy being promoted 
to head art director of an agency, but 
even an assistant copy chief gets a plug 

\n art director friend of mine (who 
is the head art director of his agency) 
was referred to in a meeting as “this 
artist fellow over here.” My friend had 
to explain that the visual impact of the 
whole campaign under discussion was 
dependent on “this artist: fellow.” 

I delivered a drawing, and after it 
was accepted by the client was thunder- 
struck to hear a vice president: say to 
the art director, “Well, vou won't get 
away with that verv often: one drawing, 
one okay.” 

It seems clear to me that the art di- 
rector who simply tries to) please his 
superiors will become more and more 
of a mere convenience to the industry, 
without status or repute. He can only 
have a position if he is regarded as the 
man from whom the new ideas and 
new movements will come. He hurts 
himself and he hurts all of us by being 
too tame and too meek. It’s only a 
couple of thousand: years since artists 
were slaves ino ancient Greece. Then 
owners probably referred to them as 
“that artist fellow” then. 

Every time an art director makes me 
unhappy by demanding something bet 
ter, he’s really setting me tree. Be kind 
to him. The wav of originality has al 
wavs been hard. The really bad art 
director is the one who buys art) as 
though it were beef-steak. The art di 
rector who doesn’t raise an evebrow or 
shift his posterior an inch in- his chan 
when the job comes in, but savs, “Fine”, 
in a flat voice that indicates his com 
plete indifference to the entire ACLIVILY. 
Such an art director is often a conven 
ience to an artist, economically speak 
ing, but eventually the artist must mea 
sure whether it’s better to die in. silk 
sheets or remain alive and kicking in an 
adventuresome world e 
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Sole Distr. for Canada: Heinz Jordan & Co 


Sole U.S.A. Agent: JOHN HENSCHEL & “CO.., INC., 105 East 29th Street, New York 16 





new types, papers, cameras 





Type notes: New repro sample kit of 
APCO repro proofing paper is available 
from Appleton Coated Paper Co., Ap- 
pleton, Wisconsin and their distributors. 
Unlike standard enamel sheets, APCO 
is specially made for repros. Kit includes 
paper samples and an illustrated ex- 
planation of repro proofing operations 
as well as printed proof samples . . . 
from Intertype Corp., 360 Furman St., 
Brooklyn, N. Y., comes a one-line speci- 
men book of foreign language faces, 
including phonetic and accented char- 
acters, new specimen sheets on 9 pt. 
News Gothic Condensed with Bold Con- 
densed, and bank. code figures and sym- 
bols .. . Linofilm system being widely 
used now by New York’s Daily News 
both in its Sunday magazine section and 
for ad setting in daily editions . . . new, 
compact, portable headline typesetter is 
the Foto-Riter. Weighs five pounds, lists 
at $139.50. Made by Foto-Graphic Prod- 
ucts Co., 2701 14th Ave. South, Minne- 
apolis. Produces black copy in continu- 
ous strip, letter spaced, justified or 
adjusted as desired. Reverses, screens, 
insignias, scripts, patterns and trade- 
marks can be produced. Hundreds of 
folios of complete alphabet styles from 
14 to 72 points. Each letter is a separate 
unit. Operator inserts a letter, exposes, 
dials right spacing. No cutting or mount- 
ing of individual letters, no opaquing 
. . » unusual new type specimen book 
from Haber Typographers, N. Y., takes 
the word “Communication” and sets it 
in specimen lines for Haber’s Inter- 
type, Linotype and Ludlow faces as well 
as American and imported foundry 
faces. There’s also a section on large 
sizes of wood type and on Haber’s newly 
installed Brightype process. Designed 
by Ed Rostock. Copies from Haber 
Typographers, Inc., 115 W. 29th St., 
NYC Il... 


Paper notes: an award for the creation 
of outstanding letterheads has been 
created by Neenah Paper Co., a division 
of Kimberly-Clark Corp. . . . it will be 
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available to ADs 


presented periodically to designers and 
printers of outstanding letterheads . 
Marquardt & Co. and Bulkley Dunton 
& Co., both in New York, have been 
added as distributors for the complete 
line of Strathmore Expressive Papers ... 
new sample book on Strathmore Bond 
is out, shows stock in regular and 
fluorescent white. Strathmore Bond 
Opaque also available now in fluo- 
rescent white . . . note: it takes consider- 
able mill control to produce a fluo- 
rescent white sheet that combines high 
brilliance and great opacity. Fluorescent 
white dyes tend to make paper more 
transparent and opacifying agents tend 
to dull the dye . . . 10 actual samples 
of outstanding menus (from the graph- 
ics viewpoint, anyway) available in 
packet offered by The Beckett Paper 
Co., Hamilton, Ohio. Just ask for, 
“What's The Menu On?” . . . an idea 
kit, No. 12, now available from Linton 
Brothers & Co., Inc., Fitchburg, Mass., 
or their distributors. Contains 9 actual 
jobs printed on different Linton grades 
of Bristol. Full production details on 
each sample . . . 


Studio cameras: Kenro’s “Vertical 18” 
with accessory heads produces negatives, 
can be used for photocopying and 
tracing. Copies s.s., 4 reduction, and 4x 
enlargement, can make line or halftone 
shots for offset platemaking, up to size 
14x18. Copy board handles 18x23 copy. 
Can also produce right-reading photo- 
copies positive or negative up to 12x18. 
Paper-to-paper reproductions are dry 
and ready for use in five minutes or less. 
For full description of the camera and 
its accessories, write Kenro Graphics 
Inc., 25 Commerce St., Chatham, New 
Jersey . . . two new electronic precision 
enlargers recently developed by Log- 
Etronics, Inc., models B-5 and B-10. 
Controls simplify exposure process, 
allow desired variations in retention of 
negative detail, contrast and tone separa- 
tion. Densities of highlight and shadow 
area extremes are determined independ- 
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Section of world’s largest color photo 
laid out for drying in CCA plant. 


ently. Exposure control by an automatic 
timer relates time and light factors to 
produce proper exposure time without 
operator calculation. For full story, Log- 
Etronics, Inc., 500 E. Monroe Ave., Alex- 
andria, Virginia... 


What's new in gravure? . . . scientific 
control and standardization of methods 
and materials in evidence at 10th An- 
nual Convention of Gravure Technical 
Association. For example: proposal was 
submitted for standardized rotogravure 
color process inks for newspaper supple- 
ments; wide agreement on standardized 
density ranges for positives; shift to use 
of stable base film positives instead of 
glass by major publishers and printers 
of gravure publications . . . 


Production notes: new TV slide mount 
makes it possible to combine two pieces 
of film in same mount. Makes it easy 
for local stations to insert dealer’s name 
and address, for example, into mount 
along with the nationally distributed 
slide. Television Mat Service Corp., 129 
E. 18th St., New York 3, N. Y. . . . Chart- 
Typer is a typewriter with 27 different 
chart symbols in place of lower case 
letters. Upper case letters designed to 
harmonize with symbols. Continental 
Office Machines, Inc., 500 5th Ave., New 
York 36, N. Y. . . . the world’s largest 
color photo, 80’ x 20’ was unveiled a few 
weeks ago at the Cincinnati Music Hall. 
The huge photomural was commissioned 
by architect George Schatz as part of an 
interior face lifting for the Hall. It 
covers the entire west wall of the ball- 
room, is a brilliant scene of Waikiki 
Beach in Hawaii with Diamond Head 
in the background. Previous largest 
print was the Eastman Kodak giant at 
Grand Central Terminal in New York 
which measures 60’x 18’. The new 
record holder was made by Color Cor- 
poration of America in its Tampa, 
Florida plant. Photographer was Edward 
E. Betz of Marsh Photographers Inc. 


(continued on page 137) 
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adniks of the future 


DR. IRVING A. TAYLOR 


What does the future hold for the adver- 
tisement and entertainment world? The 
following forecast is based on trends 
already discernible, but an apology to 
Huxley, Orwell, and all others who 
erroneously thought they could predict 
the future, should be made right away. 

However, in terms of our predictions, 
one can already see the soft sell giving 
way to the softer sell which at times may 
even be inaudible. Signs already are 
found in such advertisements as the 
tension-reducing Wrigley gum-chewing 
TV commercial or in the abortive at- 
tempt at subliminal persuasion. 

When color TV along with improved 
picture transmission finally displace old 
blurry black and white screens there 
will probably be much experimental 
innovating with visual dynamics. Color 
intensity and variety will be increased 
and visual principles “discovered” and 
exploited. These new eye-tickling ad 
gimmicks will soon come to be called 
adniks. 


the adnik revolution 

Two other developments will cause 
public alarm and indigation. The first 
will be the practice of blending ads into 
the entertainment, a practice falsely 
traced to the smoke-filled screen of Mike 
Wallace, sponsored by a cigarette manu- 
facturer. Also accused will be the Tele- 
phone Company whose program, in- 
troduced in 1961, will involve the 
unfolding of entire plots through color 
telephone conversations. Ad men al- 
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new kind of art exhibition 


This may look like an ordinary art exhibit ... but. 
here’s the difference. This one was conceived and is 
sponsored by a printing firm: Techni-Craft Printing Corp. 


How come a printing firm? 

Because Techni-Craft believes that fine reproduction 
must come from working closely with art as well as 
production people. This annual exhibit* is one way 
Techni-Craft brings art, production and printing to- 
gether. For a better example, let Techni-Craft do your 
next printing job. 


* Ask your production man for details 


TECHNI-CRAFT PRINTING CORP. 
250 WEST 54 ST. * COlumbus 5-4114 














ILLUSTRATIONS -+- LETTERING + RETOUCHING - BROCHURES 


ASK FOR 
BUDDY ROBBINS 


808 8080 


BEN SMOLEN ASSOCIATES 
44 WEST 44 STREET 
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MARSHALL’S 


COMPLETE 


COLORING SYSTEM 


U 5 


Marshall's also has a new SPRAY 
GLASS SPRAY which is a crystal 
clear glossy fixative that gives the pro- 
tection of glass without its disadvan- 
tages. Marshall’s new PRO-TEK-TO 
SPRAY is a lifetime non-glossy trans- 
parent fixative. Eliminates unwanted 
glare for photographing. 


MARSHALL'S complete coloring system is used by 
graphic art people the world over to save time 
and money—why not you? All Marshall products 
— from any Art Supplier or Dealer or 
write to: 


JOHN G. MARSHALL MFG. CO. 


Graphic Art Div., 167 N. 9th St., Brooklyn 11, N. Y. 
Please send me FREE Coloring Brochure 


| | 
; | 
! 0 1 6-02. can of Pre-Color Spray at $1.50 | 
| | 
0D 1 box of Photo-Oil Color Pencils at $4.98 
. O 1 Advanced Set of Photo-Oil Colors $7.65 
! | 
1 | 
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ready sensing the danger in this fusion 
will attempt not to exceed an ad blend 
of twenty-five percent. The second cause 
for alarm will come with the remarkable 
success of adniks which will misrepre- 
sent products and persuade through 
sensory seduction. 

The resentment will finally result in 
the passing of a “Pure Commercial And 
Advertising Act” introduced by the 
younger Senator from Alaska in 1980. 
The bill will require all adniks to be 
psycho-scientifically tested and made fit 
for human consumption. 

With adniks brought into a healthy 
orbit and integrated with entertainment 
the setting will be right for new innova- 
tions. Reliable electronic feedback sys- 
tems, for example, will displace anti- 
quated polling methods. These feed- 
backs, built right into the TV set, will 
allow viewers to signal back to the sta- 
tion whenever a collective response is 
desired and will revolutionize the rating 
system. 

The number of dials on sets will in- 
crease menacingly until (or because) it 
resembles the latest interplanetary space 
ship panel. Also each modulating dial 
will allow the viewer to individualize 
his view; the speed of programs, for 
example, will be regulated (from fleetly 
to sleepy) depending on mood, and plot 
endings altered (from ecstatic to tor- 
mented) by a twist of a dial. Later, these 
adjustments will be regulated by non- 
verbal behavior. Already a few experi- 
menters will be considering the possi- 
bility of remote control modulation 
through facial grimaces. 

More radical innovations will come 
with the introduction of synthetic color. 
Through the use of plastic lenses sup- 
plied with the new slice-of-bread-thin 
TV sets, the range of colors perceived 
will be extended to include entirely new 
ones. These artificial lenses containing 
advanced retinal cones will be another 
product of a thriving industry special- 
izing in artificial anatomical accessories. 

A new era of communication will be 
ushered in, by the invention of tele- 
perception (TP) which will displace 
TV. In TP all senses can be stimulated 
at the same time, and the adnik race 
will be on. The living room will become 
the foci of competing odors, tastes and 
skin sensations. Controls will be neces- 
sary. First, the quality of certain sensa- 
tions will become strictly regulated. 
Second, improved psycho-modulation 
equipment will be developed. 

This latter type of control will even- 
tually lead to the inevitable discovery: 












RENDERING 







DONALD BROOKS 


American sportswear designer 
creates a dress for spring 






Holder of a coveted Coty Award for out: 
standing creative design, Donald Brooks 
is a leading figure in American fashion. 
His striking suits and dresses are sold 
by fine stores throughout the country. 
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“Here's where my dresses get their start,” 
says Brooks. “Quick sketches with an 
Eagle TURQUOISE® pencil help me work 
out design ideas and costume details. 
Eaglie’s my favorite—holds its point, 
makes a neat line, even lets you indicate 
texture effects. And if | should make a 
mistake, an Eagle TURQUOISE CLEANTEX® 
+ Eraser gets rid of it in a hurry!” 


Most experts 


us 





| ° 
TECHNIQU one of a series by the 


EAGLE PENCIL COMPANY 

















“After my first roughs | move right into fin- 
ished color comps. These sketches can often 
sell a dress that’s not yet made up, so they 
have to look great. First, | put in outlines and 
details with a TURQUOISE, then switch to 
Eagle PRISMACOLOR®. They’re far neater than 
wash, won't smear, and blend superbly.” 


= 


s | use EAGLE” most often. 


“The completed dress—cut from my sketch and 
made up in a fine blending of “Orion’’* and silk. See 
how my PRISMACOLOR comp caught the brilliant 
nasturtium hue of the dress?” 


**Orion’’ is Du Pont’s registered trademark for its acrylic fiber. 








neatest trick of the year...cutting a price in half 





NOW 50¢ A WORD for film lettering by The Greatest 
Exponent of Trick Photography and Process 
Lettering Since 1937. Get 2 words for the former 
price of one!...no exceptions...Scripts or Roman 
...every style in our complete Film Lettering 
Library...usual 24 hour service...mail deliveries 
oo in U.S.A. Order by name from Style 


pecimen Book sent on receipt of 25c to cover 


pe and handling. 440 3 Z 
Co., Inc., 


305 East 46th St., N. Y.17 PlLaza 3-4943 


almed design 





Telecortical transmutation. TC will 
quickly antiquate TP as TP displaced 
TV. This revolutionary system will allow 
brain waves to be transformed into elec- 
tromagnetic ones, available to anyone 
receptively tuned in, which means that 
someone’s cephalic temporal-spatial pat- 
tern (being at the right place at the right 
time) is receptive. The message received 
will be further regulated through iso- 
morphic modulation (alteration of the 
message in its path from a sense organ 
to the brain) to suit the temperament 
of the receiver. 

Thus one of the oldest desires of man 
will be achieved, and the entire activity 
of advertisement and entertainment 
fired when telepathic-adniks can be tele- 
cortically transmutated and isomorphi- 
cally modulated. 7 
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your instruction- 






book problems 


ROBERT SUTTER 5145.42 N.Y.17,N.Y. YUS-8755 








Cover designer 


Ariosto Nardozzi, “Nardi” to those who 
know him, was born in Chicago, spent 
his first seven years mostly in Rome. 
Back to Chicago, some years later, he 
studied at the Art Institute and got his 
first art job. In 1927 Nardi came to 
New York to continue his studies and 
to paint. By 1933 he was designing 
packages and labels. His first art direc- 
tor’s job was with Gussow-Kahn in 1936. 
In subsequent years he AD’d or rede- 
signed several major magazines, has 
designed an almost endless stream of 
direct mail material, ads, annual reports; 
many of which have won awards in our 
leading shows. 

An active member of the Type Direc- 
tors Club, Nardi teaches at the Parsons 
School of Design in New York. © 
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Change of Address. Please send an address 
stencil impression from a recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 19 W. 44th 
St... NYC 36. 
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Minnotte Studios/Complete Art Service/247 E 50 St 


YUASIAN NOG 





DON NEISER 


illustrator, designer... 
editorial and 
advertising art. 








not just technical 
ability — but the 
rare quality of 
interpretation with 
warm sophistication. 


phone now for 
your personal showing. 










PLaza 1-4888 











vertising contagious / 





.. . will it spread that emotional excitement 
Webster mentions in the definition at left? 

if it does, your achievement will be an important 
one. For this ‘‘contagious’’ quality marks the 
kind of advertising success that makes everyone 
from the client to the mail boy beam with 
satisfaction. You know the problem. The quality 
we’re discussing is the most elusive thing in 

the world. It’s often no more than a feeling... . 
an emotional by-product of the actual lines, 
strokes and colors that create the look of 

a campaign. It’s no easy effect to get, as you 
know. Perhaps that is why more and more of 
today’s art directors are looking to La Driere, Inc. 
For if any one quality characterizes the work of 
La Driere, it is this compelling emotional warmth. 
if you're striving for ‘‘contagious"’ advertising, 
why not get in touch with La Driere? We'll be 
glad to show you examples of our work at any 
time. Just write: La Driere, Inc., 1700 Cadillac 
Tower, Detroit 26, Michigan; or phone: 
WOodward 5-0360. 
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... Monotype is 
the solution... 


7? 






W.’ consider the typographical appearance of our printed advertisements very important,” says 
Frank E. Powers, Director of Typography, J. Walter Thompson Company. He adds, “Naturally we 
insist on the best typography possible. 


First, we select type of fine design, having qualities of good visibility and sustained readability. Type 
must be of the proper tone and depth to print well. It should look right in combination with the art, 
the headline and logotype. It should be appropriate to the product and suitable to the audience. 
Of course, Monotype often provides the solution.” 


Why don’t you insist on the best in typography ... . 
Monotype . . . . you'll find it costs no more. In the mean- 
time write us for a sample of the newest Monotype faces 
. . . Californian, Craw Clarendon and Clarendon Book. 


LANSTON MONOTYPE COMPANY 


A DIVISION OF LANSTON INDUSTRIES, INC. 24th & Locust Streets, Philadelphia |, Pa. 


Type set in Monotype Century Schoolbook and 20th Century 





ektachrome retouching 


mildred medina 


8 EAST 48 STREET © MURRAY HILL 


SAY.,WHO'S GOTHIC? 
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THE PLOT 
IS TERRIFIC... 


critic reviews copy 
in type specimen books, 


laughs much, learns little 


Jack Wolfgang Beck 


After marking up type for years, one 
day, for the first time, I really looked 
at the text in type specimen books and 
found a whole new set of standards to 
live by, profound witticism and thoughts 
on the future. As a beginning example— 
“pack my box with six dozen oranges.” 

Now we are all familiar with this type 
line, but did I ever stop to think that 
maybe this typesetter had a vitamin C 
deficiency? Or maybe his old man owned 
an orange grove. And why was he so 
neat, what’s wrong with putting his 
oranges in a paper bag? 

Royal Typographers, Inc. book has 
these statements closely associated to 
each other: “the possible development 
of a printing business by right advertis- 
ing methods;” “then comes the necessity 
of knowing what each man is fitted to 
do, and what each man charges for his 
services.” Obviously, this typesetter was 
thinking about opening his own shop. 

Graphic Arts’ new booklet uses this 
statement for all its type specimens, 
“Agency Gothic Caps is a type face 
that can be used.” However, when we 
come to Bank Gothic Light #2 the copy 
changes to “a type face that has a 
dignity.” Isn’t this bending over to ap- 
pease the moneyed group in Wall 
Street? 

In an old American Type Founders 
book the page on Bodoni reads — “Sight 
gun/hire guard/bright king is ruler of 
nation/quick return emigrants delayed/ 
designs museum graceful architecture/ 
eligible bachelor/inspector greatly pleas- 
ed/remarkable buildings intrigue visit- 
ing bacteriologist.” O.K. we start our 
cryptic story with a war in the middle 
east and a smart king in exile? Seems 
also that this king is an architect and 




















One regular 3/4 ounce 
size bottle of 
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(before) 














(after) consulting haber’s new 5-color 78-page type reference book 
your problems 

solve themselves. 

a copy of this 

book “one word 

from haber” 

can be obtained 

upon request. 


tranquilizer? no! just haber typographers inc., 115 w. 29th st., n.y.1,lo 5-1080 





PROMOTIONAL ART 
STUDIOS SERVING THE EASTERN SEABOARD 


VK NEWYORK 
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come s-roce MK SCHENECTADY 





Columbus 5-6460 























on WINTER PARK,FLA. 





MAYSHARK and KEYES INC. 








Measuring * Marking Out « Wasting Time 


CRESCENT CARDBOARD COMPANY 





the pilot 


(Continued) 


an eligible bachelor and all the inspec- 
tors must be female but the king can’t 
seem to get his mind off buildings and 
so he has to see a doctor! 

In a Bauer type booklet I found this 
wonderful statement under Venus Me- 
dium Extended — “Riding with a New 
York ambulance driver the birthplace 
of Shakespeare” and another on Venus 
Medium — “Organic and inorganic che- 
micals radio and television stud”. No 
doubt about it, this man has something 
to say and says it better than most type 
shops. 

Davis Delaney’s book sets this line, 
“type should not attract attention to 
itself” but the Title Lightline Gothic 
has been set with an additional word 
“type should not attract too much at- 
tention to itself?” Here a typographer 
made a bold statement but wavered, 
maybe he weakened when he visualized 


himself responsible for an advertisement 


without any type. And over at Amster- 
dam Continental they have a drunk 
linguist, I think, for their Post Mediae- 
val Medium we find this — “Variedades 
sobre las peliculas”. 

Composing Room, in the middle of 
their News Gothic specimen book, cas- 
ually drop this profound human ob- 
servation—“but in their spare time 
printers also eat, vote, marry and go to 
war”. 

Tudor Typographers get kinda sexy 
which is good merchandising technique 
for any subject and to be able to as- 
sociate it with type is a real feat. The 
lead line in the machine set copy reads 
— “bare figures never tell the whole 
story”. 

New Era’s Type book has within its 
text these two gems of wisdom — “we 
have a franchise to blow our own horn, 
because we have paid for the said horn 
with the sweat of our brow” and “the 
object of all business is to accumulate 
wealth” — sort of a rags-to-riches home- 
spun philosophy. 

That finishes my review of typographic 
specimen books but I’m still looking 
forward to the one that makes the 
best-seller list. e 














Change of Address. Please send an address 
stencil impression from a _ recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation office, 19 W. 44th 
St., NYC 36. 
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HOW FLEXICHROME WORKS FOR YOU—CASE #5 


Famous 


Personalities 


MAY BE KEEPING YOU FROM DE- 
VELOPING AN IDEA FOR A COLOR AD. 


BECAUSE THEY MAY BE TOO BUSY OR THEY 


MAY BE DECEASED. 


FORTUNATELY, THERE IS A LARGE SELECTION 
OF BLACK AND WHITE PHOTOGRAPHS 
AVAILABLE OF THESE PEOPLE. 


FLEXICHROME, WHEN ACCOMPLISHED BY A 
QUALIFIED CRAFTSMAN CAN PRODUCE HIGH 
QUALITY COLOR PRINTS FOR REPRODUC- 
TION FROM THE EXISTING BLACK AND 


WHITE. 
THIS COOPERATIVE ADVERTISEMENT IS SPONSORED BY 
ARCHER AMES ASSOCIATES = PAUL DZURELLA KURSHAN AND LANG 
PETER BITLISIAN FRANK A. EBOLI COLOR SERVICE INC. 
CARLSON AND FORINO ALFRED EDLER FRANK E. LARSON 
HELEN A. DAVIS STUDIO HERSH MASTRO STUDIO LIPPKE-KRUGER STUDIO 
SIDNEY DRU KLINGMAN AND SCHROEDER JUD REAMY STUDIO 
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TECH PHOTOLABS 
VANCAR STUDIOS 
FRANK VAN STEEN 
WECO STUDIO 
LEE B. WILSON 
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™ CASEIN 
on oe Hee a. 


THE MOST VERSATILE ARTIST MEDIA OF THE CENTURY Before you blow your top—take a minute to TEST-DRAW 
any General Pencil— America’s Finest Drawing Pencils! 
Convince yourself that no matter what the art job is—a 
General Pencil does it better! 











For unsurpassed brilliance, permanence, the 
most versatile performance ever, ask for Shiva EVERY GENERAL PENCIL<—A WINNER! 
Casein Colors in tubes. These are the original KIMBERLY DRAWING PENCILS in 22 accurate 
Czsein Colors formulated and perfected by Do —oe 6B-9H, Tracing 1-2-3-4, and Extre 
Ramon Shiva. They are compounded under B Layout Pencil. 


rigid standards, and are permanent to light, 
FLAT SKETCHING PENCIL 
— 2B-4B-6B. 


gases, alkalies and acids. They are water solu- 
ble, but become insoluble with time. Use as 

MULTICHROME Colored Drawing Pencils in 
ome Se ee 50 Brilliant Colors. 




















gouache, tempera, transparent water color, 






fresco secco. Apply on canvas, board, wood, 






gesso, paper, cement, plaster, wet or dry lime 
walls, glass. Introductory set of 12 4% x 4 tubes 
available at your dealer's now— $3.95 





CHARCOAL SKETCHING PENCIL 
—HB-2B-4B- 6B. 








GENERAL LAYOUT PENCIL — soft, inten 
black graphite medium. 


CARBON STICK 

— 2B-4B-6B. 

KIMBERLY GRAPHITE STICKS (Square & Rec 
tangular) 2B-4B-6B. 


GENERAL'S DRAWING PENCIL KIT—An all-purpose sketching 
kit with a versatile assortment of drawing aids. 







COLOR CARDS 


Ask your dealer for this handsome 
brochure (12 x 27) which includes 
al! 34 Casein Colors, their tints, 
plus 5 grays, 2 blacks, non-yellow- 
ing whites, and Technical Data on 




















GENERAL PENCILS are available at all leading art supply deal 
ers—or write on your letterhead for FREE SAMPLES to 


ENER AL 
PENCIL COMPANY 


69 FLEET STREET, JERSEY CITY 6, N. 








various painting techniques 


SHIVA ART IST S COLORS 133 W. GOETHE, CHICAGO 10, ILL 


RATORY/SANTA FE. NEW MEXIC 
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Save hundreds of dollars 


annually with Hornung’s 
EARLY ADVERTISING ART. 


Largest, most comprehen- 
sive high-quality collection 
of advertising art. 


Why spend hundreds of dollars (at $15 and up per permission) at pro- 
fessional archives for period illustrations, or unusual alphabets, or 
ornamental initials? All you have to do is use Hornung’s HANDBOOK 
OF EARLY ADVERTISING ART, the largest, most comprehensive collection 
of copyright-free early advertising. art ever published. As thousands of 
art directors know, it contains over 6,000 different and unusual period 
items, each of which can be used ENTIRELY FREE—without permission, 
without payment, without credit lines. When you buy a set, you buy with 
it full permission to use individual items. 


The amount of beautiful and useful material this set contains is so 
large that we can list only a small fraction of its contents. Volume One, 
the Pictorial Volume, is jammed full of easily reproducible line material: 
more than 100 hands, pointing, holding placards, cigars, etc.; more 
than 75 eagles; more than 300 trade cuts illustrating just about all 
trades, from bootmaking to dentistry; calendar cuts; comic figures— 
elephants bearing placards; horses—by the score; allegorical figures 
—liberty, justice, Ops, America, etc.; busy pictorial industrial scenes; 
old fashioned trains; 19 portraits of Washington, Jefferson, etc.; Indians; 
mortised cuts—and more than 1500 other illustrations. 


Volume Two, the Typographical Volume, is packed full of material which 
you can use as whole words, or to build up words. 67 full alphabets 
of most useful unusual faces: no duplication of standard faces! Over 
275 different Barnum and Gothic faces; 630 specimens of ornamental 
faces, ranging from 10 pt to 300; over 200 ornamental scrolls, pictorial 
scrolls, panels, cartouches, frames, borders. Altogether some 2000 
immediately useable items. 


Use this set to impart quaintness, period effects, eye-catching novelty 
to your space advertising, direct mail, package art, point of purchase 
art. Art directors in the following media are among the thousands who 
use Hornung: Time, Life, New Yorker, Printers’ Ink, N. Y. Times, Kenyon 
& Eckhart Agency, R. H. Donnelley, J. W. Thompson Agency, Dupont, 









Random House, Westminster records, Victor, U.S. Govt. Printing Office, 
Case Paper Co., etc. 

Use this set once and it pays for itself! 
“Remarkably high standards,” BRITISH PRINTER. “Typographical speci- 
mens particularly interesting,” PRINTERS’ INK. “A rich contribution,” 
GRAPHIS. “Full of quaint art and typo,” DMAA NEWSLETTER. 
HANDBOOK OF EARLY ADVERTISING ART, C. P. Hornung. 3rd, enlarged 
edition. Vol. I, Pictorial, over 2,000 illustrations. 292pp. 9 x 12. Cloth- 
bound, $10.00. Vol. Il, Typographical, over 4,000 specimens, 318pp. 
9 x 12. Ciothbound, $10.00. Two volume set, only $18.50. 


GUARANTEE: Satisfaction guaranteed. All books returnable within § 
10 days for full refund. 


’ Dept. 224, Dover Publications, Inc. 

§ 180 Varick St., New York 14, N.Y. i 

§ Please send me HORNUNG’S HANDBOOK OF EARLY ADVERTISING ART. § 

| (1 Volume |: PICTORIAL $10.00 i 

i (0 Volume II: TYPOGRAPHICAL $10.00 i 

t C 2 volume set $18.50 

g lam enclosing $ in full payment. Payment in full g 
must accompany all orders except those from libraries or public 

- institutions, who may be billed. PLEASE PRINT 5 

] Name.. — : Re Te a cco a 

§ Address Fs oe plas cadet Aidetoasiemteripaien anata ? 

g City... Zone + A BP | 

U 











FOR IMPACT! 


VE> 






light from 6 to 36 point 

medium from 6 to 84 point 

bold from 8 to 84 point 
extraboid from 8 to 84 point 
light italic from 8 to 36 point 
medium italic from 8 to 36 point 
bold italic from 8 to 66 point 


for complete 
information write on 
your letterhead to: 





BAUER ALPHABETS, INC. 
236 East 46th Street, New York 17, N. Y. 


OXford 7-1797-8-9 


BQQT 


re9ular 













RANSFER TRACING 


® ERASES LIKE PENCIL 


Wee Sarats F colors: 


GRAPHITE—for dark on light surfaces 
YELLOW—for light on dark surfaces 

BLUE—for mechanicals (non-photographic) 
RED—for glossy surfaces (acetate, photos, stats) 





EKTACHROME 
retouching problem? 
LET GEORGE DO IT! 


COLOR SPECIALIST 
218 Madison Ave + MU 3-5341 


12 Feet x 12'4 Inches 


$35° per BOXED ROLL - 

















what's new 


(continued from page 18) 
SELFCONTAINED FILM VIEWER: DuKane 
Model 576-48 flashes 7x9 pictures in 
color or b/w on its own built-in rear 
projection polacoat screen. For 35mm 
filmstrips. Comes in a luggage styled 
dustproof case. Details from DuKane 
Corp., St. Charles, Iil. 


CORPORATE IMAGE PLANNING: Illustrated 
brochure detailing creation and con- 
tinuing control of corporate look, from 
Peter Mehlich Organization, 21 E. 63 
St., NYC 21. Photo studies by Ezra 
Stoller. 


COMPACT WHITEPRINT MACHINE: An 18-inch 
printing width, printing speeds up to 
18’ per minute is offered by Reprofax 
Viking, made by Reproductions Prod- 
ucts Co., 12790 Westwood Ave., Detroit 
23. Unit is 30” wide, 1814” deep, 1114” 
high, weighs 119 pounds, operates on 
standard 115 volts A.C., 60 cycles, re- 
quires no exhaust venting. 


CELLOPHANE BASE TAPE: Pressure sensitive 
Polytape comes in transparent red for 
photo use and in clear transparent. Red 
is in base and not in the adhesive mate- 
rial, to prevent color smearing. Tape is 
thin to prevent halos or shadows around 
Ben Days and halftones, doesn’t curl, 
and cellophane base minimizes static. 
Details from Polychrome Corp., 2 Ash- 
burton Ave., Yonkers 2, N. Y. 


BALLBEARING CUTTER: Held as a pencil, 
the Swivel cuts frisket, paper stencils, 
photomasks, screen process films, etc. 
Cutting blade is hollowground, has razor 
sharp edge, cuts with either Swivel ac- 
tion or for straight lines. From Ulano 
Graphic Arts Supplies, Inc., 610 Dean 
St., Brooklyn 38. 


LIGHT-MOTION FOR DISPLAY: A revolving 
series of reflector spotlights or flood- 
lights kept in constant movement creates 
scintillation from reflectable surfaces. 
The unit, Scintillite, can be set at dif- 
ferent distances or angles to create vary- 
ing degrees of scintillation. Effects also 
possible with display props. Details from 
Spincraft, Inc., 4135 W. State St., Mil- 
waukee 8. 


PUBS’ 4 COLOR SPEC: 5 x 834 plastic sheet 
has 4 dolor specifications for all national 
publications. Lists screen, nonbleed full 
page, nonbled part page, progs, proofs, 
inks, rotation. Horan Engraving Co., 
Inc., 44 W. 28 St., NYC 1. 


(continued on page 185) 
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in P 
on Here's the 
nm experience of 
led skliiset 
ae typographers: 
by becoming a leading typo- 
ted graphic service in little more 
on- than a decade, we've proven 
om that when you GIVE more 
. 63 service, more quality, more 
ra 
extras — you GET more cus- 
tomers. Today our modern 
nch plant is one of the most com- 
to plete in New York—and 
fax we're still adding equip- 
-od- 
” ment ...the most modern 
roit : 
Vp” equipment available. 
on 
re- 
tive 
He THE MORE YOU IVE...THE MORE YOU 
Red 
ate- Sao 
te ee 
und 
url, 
tic. 
\sh- 
icil, 
cils, 
etc. . ; 
one For instance, Skilset Typographers 
ac- now offers the extra service of 
ano - 
ean Ps 
skilset t) brightype 
ne This revolutionary new process permits, for the first time, the 
ates conversion of any combination of printing metals directly into 
ces. photographic images on both film and paper for use by any 
dif- printing process... with resultant one-step time and money 
id economies. Moreover, Skilset/Brightype produces sharp, no- 
also ; 
wun smear repro proofs of such clarity and quality, they set a 
Mil- new standard of perfection in the Graphic Arts 
Industry. Please do call about our services and to 
find out how this amazing new process can 
heet be adapted to your own needs. 
onal 
full 
0fs, 
Co., 
250 West 54th Street, New York 19,N. Y. + Plaza 7-2421 
Day and Night Shifts. Pickup and Delivery “pronto” Service 
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The 1957 
Congressional 
Directory lists 
the Presidents 
without 
numbering 
them 


OT ee ‘ . 
©) . ... the best art is 


As better with Grumbacher 
is A4 E ‘ 
a 5" Designers’ Colors 


+ de D ... used by the artists and 
: mei f designers at award-winning 
a 


ges Lester Rossin Associates. 
rd 


Designers’ Color Sets with large 
diameter round cakes— 
26-26. .24 colors. .. .$4.95 


¥ \. 
| > 


y mae | 


26-13.....12 colors.... 2.50 
26-7 ..... 6 colors.... 1.40 


Tubes—%” x 4”—45¢ 
Refill cakes—25¢ 
Gold & Silver—50¢ 


460 WEST 34th STREET, NEW YORK 1, N. Y. 


39 





Use the popular ATF Craw Cla 
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Use the popular ATF Craw Clarendons in the Regular and Book weights 


DESIGNED BY WILL BURTIN 





Craw Clarendons: Classic Creations with the 
modern touch, “Current and Choice” among craftsmen with type every- 
where. The two carefully balanced weights now available were designed 
for dynamic, modern typography. Never before was there a Clarendon 
family of such distinctive design and broad usefulness. This paragraph is 
set in Craw Clarendon Book. Your ATF Type Dealer stocks the Clarendons 
for prompt delivery. Just ask him for our specimen bro- 
chures, or write directly to the Type Division, American 
Type Founders, 200 Elmora Avenue, Elizabeth, New Jersey. 


ATF TYPE NEWS IS GOOD NEWS FOR EVERYBODY 











Jim Aviati/Isa Barnett 
Bud Blake/Mac Conner 
Bob Childress/Ken Davies 

Ted Ewen/F rank Golden 
Bill Graveline/ Dick Green 


Inc., 45 W. 45 Street, N.Y.C. 







DICK STONE was born in 
in 1925. He studied at the 
dents League, and earned the 
of B.F.A. from Yale Univers 

His work has been exhi 
two New York Art Directors 
and in the 1959 Illustrator 
In 1958, ene of his painti 
chosen as ‘Best for the } 
Woman's Day. 

Dick Stone’s paintings h 
peared in such publications 
Saturday Evening Post, Famil 
McCall’s, Cosmopolitan, 
Day, Argosy, and Sports Illy 
He has done work for m 
advertisers, among them Fort 
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Tuan S. V. Pateévitch 


Thomas J. Watson, Jr. 





William Bernbach Gen. Robert Wood Johnson 


NYAD presents The annual management awards in advertising, publishing 
management awards and industry were presented to William Bernbach, presi- 

dent of Doyle Dane Bernbach; Ivan S. V. Patcévitch, 
president and chairman of Condé Nast Publications; Thomas J. Watson, Jr., president 
and director, IBM; Gen. Robert Wood Johnson, chairman, Johnson & Johnson. 
The presentations were made at the club’s Award Luncheon by president Garrett 
Orr. Arthur Hawkins was chairman of the affair. 

Citations read in part: To Bernbach: “for his impatience with the trite and usual, 
for proving that boldness and originality in art direction are successful selling tools.” 
To General Johnson: “for consistently seeking new directions and reaching for the 
highest possible standards in advertising art.” 

To Patcévich: “For continuing dedication to the highest standards of excellence in 
the visual presentation.” To Watson: “For the inspired, integrated design program.” 


Chicago’s ‘58 show 
now circulating 


Slides and a tv film hold the Chicago 
club’s circulating 1958 show. Available 
for the asking by AD clubs, ad clubs, etc. 
Contact Marshall Holingue, Clinton E. 
Frank, Merchandise Mart. 


Montreal holds 8th 
June 1-10 


Montreal Museum of Fine Arts is the 
place and June 1-10 the dates for Mon- 
treal’s eighth annual national exhibi- 
tion. An awards dinner follows the 
opening. Jury will consist of nine club 
members appointed by the exhibition 
committee and approved by the execu- 
tive committee. A special panel of three 
judges will choose winners of plaque 
awards, presented to one certificate of 
distinctive merit winner in each cate- 
gory. The Max Sauer Award, donated 
by Mrs. June Sauer, will be given for 
outstanding achievement in photography. 


Philadelphia’s 24th 
May 8-31 


For the first time, Philadelphia’s annual 
exhibition has three categories, adver- 
tising and editorial, experimental, and 
typographical. The show will be held at 
the Commercial Museum Trade and Con- 
vention Center. The club has invited 
group attendance from schools. Warren 
Blair is exhibition chairman. Awards 
dinner-dance will be May 16, at Warwick 
hotel. 
(continued on page 53) 
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Arts. and crafts move forward only when men feel 


strongly that good enough is not good enough. ATA has 
a close bond with individuals who think excellence 

is a minimum standard. More than 37 years ago 

a group of advertising typography specialists joined 

to emphasize craftsmanship and service 

as vital ingredients in effective advertising. 


The Advertising Typographers _ 







Association of America 


with those who have an 
affectionate, respectful, informed 
awareness of the past and an 


eager empathy with now. 2 


Members of THE ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA in New York are: 


Ad Service Company Huxley House Supreme Ad Service, Inc. 

228 E. 45th Street MUrray Hill 2-3669 216 E. 45th Street MUrray Hill 7-1050 228 E. 45th Street MUrray Hill 7-0650 
Advertising Agencies’ Service Co., Inc. imperial Ad Service Tri-Arts Press, Inc. 

216 E. 45th Street MUrray Hill 7-0590 37 W. 47th Street JUdson 6-1437 331 E. 38th Street MUrray Hill 6-4242 
Artintype, inc. King Typographic Service Corp Typographic Craftsmen, inc. 


115 W. 45th Street JUdson 2-3675 
Associated Typographers, Inc. 
227 E. 45th Street MUrray Hill 2-1043 
Atias Typographic Service, inc. 
227 E. 45th Street MUrray Hill 7-0314 
Central Zone Press, Inc. 
305 E. 45th Street MUrray Hill 4-2727 
The Composing Room, Inc. 
130 W. 46th Street JUdson 2-0100 
Composition Service, Inc. 
229 W. 28th Street PEnnsyivania 6-1864 
Diamant Typographic Service, inc. 
140 W. 17th Street WAtkins 9-0717 
A. T. Edwards Typography, inc. 
209 W. 38th Street Wisconsin 7-4026 
Graphic Arts Typographers, inc. 
304 E. 54th Street MUrray Hill 8-1220 


330 W. 42nd Street. LOngacre 3-4423 
Linocraft Typographers, Inc. 
333 W. 52nd Street Plaza 7-8295 
Master Typo Company 
461 Eighth Avenue Whsconsin 7-6272 
Chris F. Olsen 
305 E. 45th Street) MUrray Hill 4-3570 
Frederic Neilson Phillips, Inc. 
305 E. 45th Street MUrray Hill 4-3940 
Philmac Typographers, Inc. 
318 W. 39th Street LOngacre 3-3170 
Royal T. , Inc. 
311 W. 43rd Street JUdson 2-3250 
Frederick W. Schmidt, Inc. 
228 E. 45th Street MUrray Hill 7-3550 


Harry Silverstein, inc. 
305 E. 47th Street Plaza 5-5035 


216 E. 45th Street MUrray Hill 7-8383 
The Typographic Service Co. 
305 E. 45th Street MUrray Hill 6-6670 
Vanderbilt-Jackson Typography, Inc. 
110 Greenwich Street WHitehall 3-3815 


Kurt H. Volk, Inc. 
228 E. 45th Street MUrray Hill 2-1840 





WALTER A. DEW JR./ 
Executive Secretary 
461 Eighth Avenue 
New York 1, N. Y. 
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For years Galey 
& Lord has let 
art alone make 
its statement—a general, not specific, 
high fashion image to appeal to their 
varied designer clients. This year’s treat- 
ment combines collage, drawing and let- 
tering, emphasizes G&L’s policy of mak- 
ing the most of brilliant color possibili- 
ties. AD Dimitri Petrov, Johnstone, Inc., 
and artist Roy R. Colonna developed 
the format. Background is torn Color- 
Aid (silk screen) papers. Brush, ink and 
black crayon work is done directly 
over it. 


A new look in 
high fashion image 


Aspen conference dates 
changed to June 21-27 


“Communication: the image speaks” is 
theme of the International Design Con- 
ference in Aspen which has changed 
dates from June 28-July 4 to June 21-27. 
Program chairman Morton Goldsholl 
announced the conference will be in 
three cycles, The Image Evolves, The 
Printed Image, The Film Image, with 
seminar workshops following. Exhibits 
of all media will be part of the study 


plan. Moderators are Prof. Thomas M. 
Folds, fine arts dept., Northwestern Uni- 
versity; Ralph Eckerstrom, design direc- 
tor, Container Corp.; and Saul Bass. 

Panelists include Abram Games, Lon- 
don designer; Gyorgy Kepes, professor 
of design, MIT; Bruce MacKenzie, edi- 
tor IBM Journal of Research & Develop- 
ment; William Capitman, president The 
Center for Research in Marketing; Wil- 
liam Golden, creative director, CBS-TV; 
designer Jim Real; Len Lye, pioneer in 
experimental films; Richard Griffith, 
curator film library, Museum of Modern 
Art; Gilbert Cohen-Séat, French film 
philosopher. 

For registration or further details, 
write International Design Conference 
in Aspen, 22 E. Illinois, Chicago. 





When Revlon de- 
cided last year to ex- 
pand its cosmetics 
business into the beauty treatment field, 
it also decided to shoot the bankroll on 
a tremendous single insert in Vogue. 
The goal was to secure, in one swoop, 
the prestige enjoyed by the well estab- 
lished beauty firms and to launch a very 
expensive beauty cream—Ultima. 

The ad, when it appeared, was a 


Print spectacular 
for new image 
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single leaf insert, printed gold on one 
side, black on the other, and upon 
which was tipped an envelope contain- 
ing a letter from Revlon’s president, 
Charles Revson. Because of many post 
office rules and regulations, and Vogue's 
own specifications, the insert differed 
quite a bit from the original plans in 
look and cost. 

Copy supervisor Frances Shaw origi- 
nally conceived the ad. The letters, 
500,000 of them, were printed on Kala- 
mazoo Vegetable 45 lb. Parchment, 
chosen to match Mr. Revson’s personal 
stationery. Because the stock doesn’t 
stack or lay flat, all operations—folding, 
stuffing, sealing and posting—had to be 
by hand. The letter was printed by 
Reliable Press in 3 color—offblack, gold 
and blue. An English metallic ink was 
used to do the gold in one impression 
on the oily parchment stock. 

The envelope had to be postmarked 
from the city where the magazine was 
mailed. Since Vogue is mailed from 
Greenwich, Conn., San Francisco and 
Los Angeles, this meant that the copies 
had to be separated according to their 
respective cities, the envelopes hand 
metered, and affixed so that they could 
be bent back to expose stamp. 

The insert itself proved to be a frus- 
trating experience. Originally planned 
for gold ink, a heavy type face and 
heavy stock had been chosen. Vogue 
said, however, that nothing more than 
70 lb. could be used. This meant gold 
couldn’t be used on both sides, so black 
ink was substituted for the back—and a 
much too black page marred somewhat 
an otherwise very successful project. 

Agency team at C. J. La Roche in- 
cluded AD Ralph Breswitz, TD Ed 
Malecki, PM John Albanese and AE 
Jerry Roscoe. 

Typography: The Ultima logo was 
developed by Breswitz and Guy Tam- 
buro. A lettering style combining Venus 
and Bodoni was used for copy printed 
in gold on page 1. The letter was set 
in IBM Heritage typewriter type. 








Trading up in Company image and 
trade book product gets glamorous 

treatment in this ad 
for a street cleaning brush. High style 
low key photography was used for first 
time by Empire Brushes, celebrating its 
50th anniversary. Campaign is running 
in Sanitary Maintenance. Designed by 
Joe Goldberg, Zlowe Co., photographed 
by Mel Sokolsky. 


THE TASTE OF 
LUSCIOUS GRAPES 
COMES THROUGH! 





Graphic grapes To stress the fruit fla- 
for the literal vor of Manischewitz 

grape wines, AD 
Manuel Grossberg, Lawrence C. Gum- 
binner, used a Ben Rose photo. Winery’s 
now firmly established bottle was ren- 
dered in b/w by Carl Sachs. This second 
ad in present taste campaign in color 
takes for granted the product's general 
market appeal built by previously b/w 
campaigns which showed all kinds of 
people in everyday situations. The b/w 
series still continues, was launched to 


x” 


More 


5th Fibre Box show— 
design, color, print strides manu- 
fac- 
turers are realizing that boxes make 
excellent traveling billboards, re- 
ports Fibre Box Assn. FBA also 
noted a trend to multicolor and im- 
proved printing in the 575 corru- 
gated shipping containers and floor 
stands entered in their show. Gold, 
silver and bronze awards for 12 cate- 
gories were given for surface design 
and printing, inner packing, bulk 
packs, carry-home packs, distinctive 
features and for articles made from 
corrugated board. 
The show was held in Washington. 
Award winners were later shown at 











the American Management Assn.’s 
packaging exposition in Chicago. 

Surface design and printing 
awards: 1) Gold Ribbon. By Hinde 
& Dauch div., West Virginia Pulp & 
Paper Co., for Daub Bros. Cheese 
Co., Pittsburgh. Gift box has second 
use as toy or other storage box. 

2) Silver Ribbon. Designed by 
Schenley Industries, made by Owens- 
Illinois’ paper products div. Shipper 
converts into 21 self-contained dis- 
play units. 

3) Bronze Ribbon. Shipper for 
canned olives. By Growers Container 
Corp., Fullerton, Calif., for C. C. 
Graber Co., Ontario, Calif. 2 color 
art adapts to cropping for 3 box sizes. 





enlarge product’s market, previously ex- 
clusively Jewish. 

Exec AD, Herschel Bramson. Copy, 
Bob Marshall, supervisor, and Monte 


Chertler. Head, Bodoni Book Caps. 
Body, Bodoni Book. Sig in Bauer Bodoni 
Title Caps picks up purple from illus- 
tration. 
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Good news for cordial hosts everywhere — 





Now serve Canada Dry’s 20 delicious 
liqueurs in this exciting new decanter! 
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Reusable Christmas ad = This 4 color 

page had to 
do triple duty in design and in cam- 
paign timing. AD Howard Bertkau, 
J. M. Mathis, had to introduce new 
bottle and label. For holiday schedules, 
photography by Peter Dimitri was taken 
from above for Christmasy effect. Third- 
ly, ad had to indicate Canada Dry’s 
20 varied liqueurs. Carton illustration 
at left type margin by Hygrade Studios. 
Type: Century School Book and Cen- 
tury Expanded. 





AD serves soup One of a series of 
deliciously Campbell ads that 

avoids all the pitfalls 
of the done to death, kid drinking soup 
shot. Very believable. By BBDO AD 
Bob Ballantyne, photographer Tana 
Hoban. Color of the soup was fortified 
by retoucher Joe Shukis, Muray Studios. 
Modeis: Moten twins. 
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Retailer’s needs considered 
by package designers 


Package design, long emphasized by 
designers as a vital point-of-purchase 
selling medium, is now coming back for 
consideration of its physical functions— 
protection, safeguarding from pilferage, 
and how it fits in with store bins, fix- 
tures, servicing or marking problems. 

To study just how the package func- 
tions at the point of sale, from the view- 
point of the retailer as well as of the 
customer, the Package Designers Council 
sponsored an on-location workshop the 
evening of March 3rd in the Kress store 
at 5th Avenue and 39th Street, New 
York. 

168 package designers and executives 
of variety store chains and manufactur- 
ing firms attended. Divided into 10 
groups, they toured the store by differ- 
ent routes. At each area a Kress buyer 
briefed the groups on the specific pack- 
aging problems for the kind of mer- 
chandise handled there. At each group’s 
final station there was a more detailed 
briefing. Discussion periods, led by 
group leaders, who commented on par- 
ticularly good or bad packages picked 
up en route, followed. 

Thoughts stirred up were: Have we 
had enough research studies into re- 
tailer’s needs? What about more uni- 
form package sizes within classifications? 
Should we take another look at long 
established package sizes? Should we 
have less “sell” on the package and let 
store signs do more of the sales job? 
Is the attention-getting value of off-beat 
packages offset by binning, fixturing, 
servicing or marking problems such de- 
signing creates? 

Also stressed was the role of the pack- 
age in flattering the consumer, rather 
than making its appeal as a necessity of 
life, and its role in establishing an image 
for the product, company, brand-line, 
even the store. Integration of store 
image with private label packaging was 
also discussed. 

In the small hardware department it 
was reported that many customers are 
women buying for do-it-yourself hus- 
bands and that informative packaging 
is most important. In cosmetics, not a 
strong self-service item, packaging was 
designed for clerk service. In notions, 
attention was called to items, such as 
scissors, which must be packaged yet not 
completely sealed off since customer 
wants to handle and get the feel of 
them. 

Net result of the tour was an aware- 
ness of the importance of engineering 
the package to meet specific on-the- 
counter needs. 
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Follansbee Steel’s 
campaign in archi- 
tectural magazines 
builds on quotations from famous archi- 
tects. This, designed by Albert Landry 
Associates, presents Wright’s statement 
simply, in strong, dignified terms. 
Wright chose the photo, of a ‘sculpture 
by Eloise Fichter, from his family album. 
IBM electric typewriter type. 


pce nutty flavor of DRY SACK 


To architects, 
a dignified image 





Capitalizing Taste of Dry Sack was 
on copy point always featured in 

copy, but this is the 
first time design dwelt so largely on 
flavor. ADed and designed by Hal 
Florian, Anderson & Cairns. 4 color 
photograph by Becker-Horowitz. Copy: 
Sherman Rogers. Type: Bauer Bodoni 
and Bauer Bodoni Bold. Ad was re- 
peated 6 times in New Yorker. 
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Arpége sells the sizzle, Something 


not the scent new in per- 
fume cam- 


paigns are the several by AD Goldie 
Heller, Wesley Associates, for Arpége. 
This one in a series for Seventeen 
used “symptom” theme and Richard 
Heimann’s b/w photographs which 
brought model Peter Moss fan letters. 
New campaign will introduce girl, 
though only back of head shots. Copy: 
Dorothy Freedman and Ann Lewis. 
Head, 36 pt. Venus Med. Ext. Lanvin 
logo, 36 pt. Standard Caps. 

For New Yorker campaign, AD Heller 
used vertical tabs of type in 2 color, 
superlatives (‘the party is gayer 
with...”) as theme. For general cam- 
paign, Karen Radkai’s appealing photo- 
graphs of children . . . “he loves me, he 
loves my mommy's Arpége.” Many of 
the campaigns’ headlines were contrib- 
uted by AD Heller. 


JEC says, write—don’t phone 


Joint Ethics Committee can not act on 
a telephone complaint. All letters must 
name names, state facts, and give per- 
mission to quote the letter to other 
party. JEC also contacts second party 
to get his version in writing. The com- 
mittee can only act in matters of ethics 
and fair practice, can not collect bills 
or give legal advice. When JEC finds 
cooperation lacking in matter it under- 
takes, the matter is reported to JEC’s 
parent organizations. 

At present most of the committee's 
work deals with additional use of art- 
work without additional payment to 
artist, and claims arising from severance 
of relations between artists and agents. 

Large copies of the Code, suitable for 
framing, are $1.50, pocket size booklets 
25¢. Write Joint Ethics Committee, Box 
179, Grand Central Station. 
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Peary Commemorative Two history 
designed by making feats 
George Samerjan had to be 

noted in 
George Samerjan’s design for the stamp 
marking the 50th anniversary of Admiral 
Peary’s arrival at the North Pole: the 
explorer’s trek and, nearly 50 years later, 
the Nautilus’ first undersea crossing of 
the Pole. Samerjan horizontally com- 
bined overland and undersea explora- 
tions against demi-globe. 





dar oft using beni. Koos w bashge: 
money, Knows what she wants and where 
For shoes with fit and fashion at sensibly low 


Paseo Se MILES SHOES 


For empathy First ad in east 
with specific market coast newspaper 

campaign for 
Miles Shoes sets the theme — editorial 
reportage photo of the “real person” 
aimed at, no highlighted product illus- 
tration. AD, Dave Charney, Daniel & 
Charles. Photographer, Phil Gottheil of 
Kaufman-Gottheil Studio. Though most 
models in campaign are not pros, this 
is Sue Wise who does general, not high 
fashion, work. Other photographers will 
include Leo Stashin, Eric Hartman, 
Kryn Taconis. Copy by Bob Engelhardt. 
Body type is Baskerville, head and sig 
in Standard Bold Cond. 









Asymmetrical design Miss Emily 
and split T wraps bread Tipp’s been 

displaced on 
Tip-Top bread wrapper because Ward 
Baking wanted a closer association be- 
tween trademark and bread, felt Emily 
had done her job and could go back to 
tv. Jim Nash Associates created the T 
in half red and half blue, with logo 
underneath in blue. Wrapper design 
weights one end of background—white 
stars against red—then gets 3D look by 
diminishing stars, blending red into 
white toward center. 


News Notes 


Sixty-five percent of women shoppers 
don’t get beyond one word of copy on 
packages when they shop in supermar- 
kets. That’s research result by R. E. Van 
Rosen Corp., manufacturer of Video 
metric Comparator which tests legibility. 
Slightly more than half the women ques- 
tioned said they bought on impulse when 
product was pictured in full color on 
pack, or when they could see the con- 
tents through glass container. 33% said 
they bought when they recognized prod- 
uct from ads or tv... 

CIBA Pharmaceutical Products devel- 
oped a new projector for large screen 
tv viewing. Named Eidophor, it can pro- 
duce color pictures up to 12x16 feet and 
b/w up to 24x32 feet on metallized 
screen. Camera and projector contain 
color wheels. Eidophor uses electro 
optical control of light beam from an 
outside source. Method of projection is 
called “control layer.” Swiss designer 
Hans Erni illustrated cover of manual 
describing equipment and process. . . 

Jean Karl, editor and art buyer of 
children’s ‘book dept., Abingdon Press, 
told Artists Guild of New York that 
there’s a vast market for books which 
appeal directly to the child rather than 
to adults, since children are being en- 
couraged to select their own books in 
libraries. Miss Karl said, “Children 
(have) no preconceived ideas as to 
‘right’ or ‘wrong’ illustration. The mod- 
ern, almost abstract form of art, if well 
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executed, appeals to a young child, while 
the more realistic approach is more 
readily received by older children.” Miss 
Karl also discussed prices, royalties, time 
schedules, etc. 

Beer and liquor led the poster field 
in recent Starch study for remembrance. 
Ballantine totaled a rating of 63%, 
Rheingold 60, and Hiram Walker's 
Imperial 52... 

Emphasis on package utility rather 
than package design may be the new 
trend. Harley Earl told the Interna- 
tional Executive Management Confer- 
ence of Corn Products Co. that the 
supermarket as an ideal display center 
is a false concept. He showed a film 
taken at crowded rush hours in midwest 
markets, when two-thirds of the mer- 
chandise moves, to illustrate point that 
“the display function of a package is 
limited. No one can be sure that his 
package will even be seen by the con- 
sumer.”” What does best in today’s mar- 
ket? Earl says the pack that does things 
—like a cheese pack with built-in grater, 
a mayonnaise jar with plunger for serv- 
ice, a babyfood container which doubles 
as a cooking utensil and serving dish... 

Ready-to-eat cereal packaging has a 
new reclosable gimmick—Ralston Purina 
features the tuck-in top which opens by 
pulling up a flap, unrolling waxed paper 
liner. To close, the liner is rerolled, flap 
tucked into a cut in the top, and the 
package may be safely stored as though 
unopened ... 

Whitin Machine Works, Whitinsville, 
Mass., bought out ATF, which will con- 
tinue to operate as a separate corpora- 
tion; present policies remain as does 
the management. 


(continued from page 47) 
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lowa’s officers Art Directors Assn. of 
Iowa’s 1959-60 officers 
are, front row, from left, second vp 


Robert La Casse, of Townsend Direct 
Mail Service; president William J. Fultz, 
Meredith Publishing Co.; first vp Harry 
Watts, Banker’s Life Co. Back row, 
treasurer Dale Steiger, secretary Dennis 
Clark, both of Look Magazine. Advisory 
board members are George Bacon, Bob 
Lindborg, Dorothy Maitland, Charles E. 
Townsend. 

Committee chairmen are, for educa- 
tion — Gordon Keyte; membership — 
Frank Deitch; publicity—Wendell Mohr; 
Newsletter—Pat Taylor. Club and the 
Des Moines Art Center will present a 
series of seminars on commercial art. 





Officially taking 
over are, from left, 
John C. Gehring, vp; Edgar Steinau, 
president, receiving his gavel from 
Philip R. Goyert, retiring president; 
Fred C. Pottschmidt, treasurer; and 
Henry W. Mott, secretary. 


Cincinnati installs 


Toronto plans 
Ist communications conference 


September will mark the First Canadian 
Communications Conference. It will be 
sponsored by the AD Club of Toronto 
and presented at the Stratford Festival 
Theatre, Stratford, Ont. 


chapter clips 


Atlanta: AD club cooperated with the 
Atlanta Advertising Club in sponsoring 
the 10th Annual Atlanta Advertising 
Institute. 


Baltimore: 18 new members have been 
added since Sept. Latest admissions are 
Conrad Bauer, AD, Jos. Katz Co.; 
Donald H. Carew, artist, Martin Co.; 
O. Kern Devin, AD, Barton-Gillet Co.; 
James E. J. Fannon, Jr., AD, Azrael Ad- 
vertising; Harry Fox, Typographic Serv- 
ices; Fred Gelfand, Hecht Co.; Herman 
Haimovitz, artist, Wm. Finkelstein Stu- 
dio; George C. Head, AD, Food Fair 
Stores; Joseph S. Paulus, AD, VanSant, 
Dugdale; Walter Schneider, artist, Mar- 
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tin Co.; Geo. F. Spindler, AD, Food 
Fair; Bruno Woernle, Linotype Com- 
position Co.; Irving L. Yaniger, AD, 
A.L.&G. Advertising; Theodor Ziesmer, 
AD, VanSant, Dugdale . . . Recent club 
exhibitors were Milton Knauff and Don 
Simpson, founders of Tower Studios . . . 
Ad of the Month winner recently was 
Barton-Gillet Co., in the direct mail 
category, 3 subdivisions. Edwin Gold 
was designer/artist and Paul Carre 
writer for accordian fold piece done for 
Hospital for the Women of Maryland. 
Kern Devin was designer/artist and 
Fred Worthington was photographer of 
Greater Baltimore Committee annual re- 
port. Edwin Gold was designer/artist 
for James W. Rouse Co. Christmas card 
. . . Recent speakers were designers/con- 
sultants Cooke-Steinmetz (Betty Cooke 
and William Steinmetz, Mr. and Mrs.). 
They’ve done State Dept. exhibitions 
touring the world . . . A collection of 
Japanese film commercials, animated 
and live, were supplied for recent pro- 
gram through Emery Advertising . . . 


Cincinnati: Recent speaker was Dr. Irving 
Taylor, asst. professor of psychology, 
Pratt Institute. He and Harris H. Shettel 
of the industrial programs dept., Percep- 
tual Development Laboratories, demon- 
strated the Perceptoscope. 


Memphis: New members include Claud 
Hathorn, in the group advertising div., 
Sears-Roebuck, Emmitt Johnson, typo- 
graphic counselor at Kelley & Jamison 
. . « Illustrator Marshall Bouldin, who 
had a Westport, Conn. studio but now 
farms in Clarksdale, Miss. and paints 
portraits, addressed meeting. Subject, 
How and Why Art Styles Change. 


Minneapolis-St. Paul: Featured speaker at 
recent meeting was James Birnie, direc- 
tor of styling and design, Reynolds 
Metals, Richmond. 


Montreal: Award-winning tv writer Mac 
Shoub, head of copy dept. at Vickers & 
Benson, discussed relationship of words 
and pictures, for recent meeting. 


Philadelphia: Guest speaker was Art Kane, 
AD, of Irving Serwer, New York City 
:.. Joseph Carriero, director of the indus- 
trial design dept., Museum School, was 
recent AD club speaker. Discussed func- 
tions and responsibilities of ADs and in- 
dustrial designers . .. Mrs. Jean Bourges 
Mayfield, AD and president of Bourges 
Color Corp., conducted a Bourges art and 
production clinic, discussed creative po- 
tentials of working with transparent 
layers of color... 


St. Lovis: Franklin McMahon was recent 
speaker, also exhibited. 
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7) 


8) 


9) 


WHAT'S NEW.. 


1) Mare Chagall the giant 


Richard Avedon’s photograph for AD 
Henry Wolf, Harpers Bazaar, symboli- 


cally presents a giant among paint-. 


ers. Exciting composition, control of 
the depth of field, and sensitivity of 
Chagall’s facial expression and hand 
gesture, make this an inspired b/w 


photograph. 


2) Greater attraction, more positive identity 


Old Pond’s label (top shelf) was good 
but its pace slow and its images some- 
what subtle. New label creates sharp, 
fast impression so necessary today for 
drug, variety and supermarket outlets. 
Symbol colors vary with product. New 








-WHAT’S BEST 


cap design is white, straight sided, re- 
peats label motif. 


3) Nye stars in ad for own show 


Louis Nye’s talent, plus ad’s idea, photo 
selections, copy add up to significant 
interest in newspaper ad for WCBS 
Radio. AD: George Lois, DDB. Photog- 


- raphy: Carl Fischer. Copy: Paula Green. 


4) Dapper display for men’s fashions 


One of the bas-reliefs in AD Sigmund 
F. Purwin’s campaign for Shienshimer 
Co.’s Varsity-Town Clothes, continues 
“Style majors” theme which allows de- 
sign plus merchandising value. The 
horseman is a creation of artist Ida 
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Art Direction’s critic panel watches direct mail, displays, illustration, photography, 


packaging, newspaper ads, consumer and business magazine ads, posters, TV 


Pellai. Display is 20” high, colored in 
turquoise blue, gold, beige, white, with 
red accents. Produced by W. L. Stens- 
gaard & Assoc. 


5) 6) In auto ads, taste’s winning 


Two good examples: Mercedez-Benz 4- 
color page in Holiday and Town & 
Country, exemplifying current visual ex- 
citement in foreign car advertising; Ford 
4-color bleed page plus 1 column. 
Although there are still signs of the 
slick look in Ford ad (crystal clear car 
image), ad does have tasteful concept, 
strength and honesty in simple, direct 
approach. AD John Cook, JWT, felt 
the Thunderbird deserved big pic, so 
copy details went into RHP column. Ad 
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is one in campaign to repeat same lay- 
out. Richard Avedon shot at dusk on 
rainy hot day last August, on salt snow. 
Models are Suzy Parker and Dick Con- 
trer. Executive AD on Thunderbird is 
Arthur Blomquist. Copy, Arthur Rich- 
mond. Two lines on LHP handlettered 
by George Abrams. Column type is 
Caledonia. 

The Mercedes ad, ADed by Hans 
Sauer, D’Arcy, takes advantage of LA 
photographer Roy Besser’s beautifully 
conceived shot. Focussing on the hood 
symbol and trademark and letting the 
girl and other elements go soft serves 
Sauer’s double purpose: Creates unusual 
and provocative image of the auto. 
Takes logo out of copy. This ad is first 
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in campaign of five which feature the 
M-B symbol and model Helen Perry. 
Copy: Julian Apley. Type, Standard 
Light. 


7) Simple folder, complicated product 


One of IBM’s series of simple pocket- 
size folders advertising their magic, in- 
comprehensible products. This one for 
transmission equipment has yellow, rose 
and purple abstraction by designer Mary 
Beresford, gets machine’s function across. 


8) Engaging use of die-cut envelope 


The vertical-bar envelope design plus 
die-cut around the word “depth”—show- 
through from inner folder — results in 
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integrated envelope and folder design. 
The folder is a 2-color accordion for 
American Osteopathic Assn. Design by 
Ed and Jane Bedno, Chicago. 


9) Distinguished, distinctive illustration 


One of a series of half-page newspaper 
ads for radio station WPAT. AD, Jaime 
Ortiz, Sukon Art Service. Illustrator, 
Charles Hornstein. 


10) Live abstractions add to tv image 


Moving abstract patterns and figures, 
projected live in John Hoppe’s Mobilux 
Lumia technique, ~accent Bell Tele- 
phone shows produced by Henry Jaffe 
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Enterprises. During Joe Bushkin’s per- 
formance, Hoppe projected a figure that 
played the piano too, reacted expres- 
sively to the music. Mobilux technique 
was also used for transitional images 
between acts, thus avoiding the build-up 
of a master of ceremonies which detracts 
from strength of sponsor personality. 
The technique was also used to intro- 
duce commercials by N. W. Ayer—sound 
track was combined with Mobilux 
picture. 

It’s all done with flexible mirrors, 
each design element manipulated sepa- 
rately by Hoppe’s team of projectionists 
using Mrs. Hoppe’s artwork. Dan Louns- 
berry is exec producer for Jaffe, Roger 
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England is producer; William and Jean 
Eckhart, ADs. 


11) Pix, copy & design 

Sporting goods packaging usually tries 
to get the 3 elements on one package 
to the detriment of each, or else uses 
only 1 element which often results in a 
sterile sales tool. Here’s one by Dickens 
which escapes both pitfalls. 


12) General campaign’s motif in display 


Layout’s dual rhythm symbolizes major 
point of overall campaign, thus tying 
display card to all other media and 
package. Designer: H. K. Stoessel, Stoes- 
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sel Studio. Illustrator: William Saenger. 
Client: American Tobacco Co. 


13) Bold, + touch of conventional 


An ad that for pure visual impact has 
few equals is this 4 color page, first in 
new campaign for Lummus Co. Semi- 
poster technique and simple, clean and 
direct appeal stands out in business pub- 
lications. AD Allan Shaw, G. M. Bas- 
ford, created this powerful picture of a 
large American corporation by using 
fine arts illustration combined with 
strong graphic. For contrast and realism, 
the b/w figure at left, rendered to simu- 
late photograph, will appear throughout 
campaign, as will this ad’s overall feel- 
ing and layout. Artist: Dean Ellis. The 
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L trademark in copy is Raymond Loewy 
design. Copy: Fred R. Messner, AE. 


14) Offbeat for bread 


One of a series of posters, all using 
the same copyline but each with com- 
pletely different visual based on imagi- 
native humor. Said AD Bernard G. 
Roer, Y&R Chicago, “Plain white bread 
advertising can be pretty plain unless 
everyone concerned has aggressiveness 
and courage to resist the usual.” This 
product of American Bakeries has Tays- 
tee tradename in some areas, Cookbook 
bread in others, but except for wrapper 
changes, the same poster is used in all 
areas. Artist: Ted Carr, Promotional 
Arts. Copy: Sam Fink. @ 











“TYPOGRAPHY-USA” 


The question, “What is new in Ameri- 
can typography?”, was converted at the 
1959 Type Directors Club forum to “Is 
there an American typography?” as 
speaker after speaker testified there's 
no such thing. 

The men, almost all of whom agree 
there is no “Typography—USA” are 
many of our foremost graphic designers. 
Paradoxically, as you read between their 
lines, there is revealed at least the out- 
line—if not a clean, firm definition—of 
an American typography, and the men 
who deny its existence, repent what they 
do see of it, and have had the greatest 
influence on its development. 

The absence of tradition, the very ab- 
sence of style in the sense that everyone 
conforms, is one of the earmarks of our 
typography. If ours is a typography of 
no-style this may not be a bad thing. 
There is an ever incessant attempt to 
derive the design solution from the na- 
ture of the specific problem rather than 
impose a format upon it. When this is 
so, the intent is honest. At other times 
the typographic designer is obviously 
fashion or trend dominated, becomes 
imitative. In our dynamic society a 
fashion in anything is on the way out 
as fast as you can say “trend-spotter.” 

Commenting not so much on what 
our typography is as what it should be, 
most of the TDC panel members called 
for more stress on design solving the 
communication problem simply and di- 
rectly, being less self-conscious, less ob- 
sessed with impact and fashion. 


The panel, which addressed more 
than 400 type and design minded ad 
men at New York’s Biltmore on April 
18th, was also the jury for the Fifth 
Annual TDC Awards for Typographic 


Excellence competition. Excerpts from 
their comments follow. Sponsored by 
the Type Directors Club, the forum was 
directed by Aaron Burns, Educational 
Committee Chairman. Will Burtin was 
program charman and moderator. To- 
bias Moss headed the exhibition com- 
mittee. 


vigor ... or opportunism? 

“There are those who point at the ex- 
ceptional vigor of American typographic 
design . . . others who criticize the super- 
ficial and ‘effect catching’ opportunism 
which has developed”, notes Aaron 
Burns in setting the stage for forum. 

Louis Dorfsman sees typography, like 
architecture, as a functional art with a 
responsibility to the public. This, he 
finds, “. . . places an obligation upon 
the designer which cannot be ignored by 
him while satisfying his own needs as a 
craftsman . . . typography therefore is 
primarily utilitarian and only secondar- 
ily esthetic . . . designing and printing 
of material meant to be read leaves little 
room for ‘affected’ typography . . . even 
dullness and monotony in the typo 
graphic sense are far less disturbing to 
a reader than typographical eccentricity 
or pleasantry.” 

This call for typography that com- 
municates rather than startles is a new 
tune for graphic designers. In past years 
the theme has been visual vitality. The 
big word was excitement. In seminars at 
least, if not in practice, there is a typo- 
graphic sobering up. (For an almost 
identical switch in thinking regarding 
the broader area of advertising design, 
reread the comments of the judges of 
the 1959 exhibition of the Art Directors 
Club of-New York in April’s Art Direc- 
tion. There the judges reported the big 


thing was the concept, not the art, and 
looked for pieces in which you could not 
see the hand of the designer.) 


where fashion flourishes . . . 


In advertising, Lou Dorfsman finds 
fashion playing a dominant part. It 
flourishes “on the simple art of forcing 
itself to be different, often through the 
use of an obscure, long-forgotten type- 
face. In many instances, the need to 
create a ‘difference’ leads to the deliber- 
ate use of a genuinely ugly type face.” 

Louis Dorfsman 


the good old neve typografie .. . 


“In the light of what has happened and 
what is happening in this field in Amer- 
ica it is very difficult for me to under- 
stand the claim that there is a purely 
American typography which is now in- 
ternationally recognized. . . . I, person- 
ally, am unaware that anything of the 
sort is Occurring . . . 

“The best of this so-called American 
typography looks like it could have 
come from Germany, Switzerland, Eng- 
land, Holland, France, etc. Briefly, it is 
an offspring of the ‘international 
style”... 

“American typography is basically a 
continuation of, sometimes a retrograda- 
tion from, and, sometimes an improve- 
ment upon the ‘new typography’ which 
was fathered on the continent of Eu- 
Sepe ... 

“If one compares American typo- 
graphic contributions with those of 
American illustration or even the Amer- 
ican motor car, or refrigerator design, 
there is little question that there is such 
a thing as American illustration, Amer- 
ican motor car design, or American 








com... . a a 





id 
ot 


ds 


ng 
he 
e- 


er- 
e. 
an 


the 


ave 
ng- 
t is 
nal 


2 
da- 
ve- 
ich 
Eu- 


of 
1eT- 


uch 
1eT- 
can 





“...an obsession with impact” 


“.- more fashion than function” 


“.. no one style... many personalized styles’ 


“..@ need for speed” 


refrigerators. In none of these cases am 
I discussing relative merits, I am merely 
pointing out that they are American 
and not Americanized .. . 

“I believe the ‘New American Typog- 
raphy’ . . . can more accurately be called 
the ‘New Americanized European Typog- 
raphy . . . it is somewhat ironic to note 
the very generous use of European type 
faces in “The New American Typogra- 
phy’... such as Venus, Standard or 
Didot, not to mention the classical de- 
signs, Garamond, Caslon, Baskerville, 
Bodoni, Bembo, etc., etc. all of Euro- 
pean origin .. . 

“In time we can hope to produce a 
more indigenous kind of typography, 
one which satisfies our basic needs 
through original formal solutions, rather 
than one which is self-consciously ob- 
sessed with style . . . good typography, 
American or otherwise, is not a question 
of nationality, but of practicality; name- 
ly, it is that of resolving the specific 
problem in adequate formal terms.” 


a reflection of our culture . . 


“. .. the exuberance of American typog- 
raphy is an expression of change in- 
herent in our development . . . an ex- 
pression of the incessant pressure for 
novelty created by a ‘merchandising’ 
culture, making for a sort of typographic 
planned obsolescence.” 

Saul Bass 


yes, there is a tradition 


Lester Beall says there is a New Typog- 
raphy USA—“a tradition of ever-con- 
stant examination of new as well as 
traditional forms—a tradition of experi- 
mentation in application — a constant 
searching for new forms that will better 


man’s system of communication . . . but 
all with a heart.” 


a typographical golden mean... 


“Retreat to the shelter of traditionalism 
or sun worship of avant-gardism is 
neither indicated nor realistic. Tradition 
is an historical accomplishment that the 
designer must grow upon and yet apart 
from. On the other hand, avant-gardism 
too often suggests an unfeelingness for 
any factors other than opportunism and 
firstness” . . . (Mr. Beall quotes Stanley 
Morison, arguing against a rigid char- 
acter for typography: “Typography is 
the art of printing. It has as its first 
object not ornament but utility . . . the 
printer must never distract, even with 
beauty .. .’). 

Lester Beall 


no style—just variety 


“Instead of a consistent national style 
we seem to have a consistent national 
variety. And this is not necessarily a bad 
thing. If you limit yourself to a discus- 
sion of the work of the best designers, 
you can make a very good case for va- 
riety and individuality as compared with 
the narrow limitations of a strict na- 
tional style.” (In Switzerland a clearly 
defined method of type selection and 
organization is based on a manual of 
design principles.) Alvin Eisenman sug- 
gests the results are, if not brilliant, at 
least clean, clear, contemporary. He 
points to the many climb-on-the-trend- 
wagon people who “tried to imitate the 
effect without understanding the prin- 
ciples. What this man needs more than 
another good-design exhibition is a good 
design manual.” Then, says Mr. Eisen- 
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’ 


man, an American style of typography 
might develop. 
Alvin Eisenman 


a picture typography ... 


“What appears to have an apparent 
uniqueness is a sort of ‘picture typog- 
raphy’ where word and picture inter- 
weave to impress upon the viewer an 
‘image of meaning’.” 

Gene Federico 


type is to read, is to read, is to read... 


“Type is to read. If there is such a thing 
as a ‘New American Typography’ surely 
ic speaks with a foreign accent . . . and 
it probably talks too much . . . I don’t 
know what it is that impels so many 
designers to drop their work to write 
and speak so much about design.” 
Tracing how we got where we are, 
William Golden goes back 30 years, cites 
such influences as picture-mindedness, 
designing on a layout pad rather than 
in metal, functionalism of the Bauhaus 
and the practical demands of American 
business, emphasis of modern painters 
on texture and color, journalistic devel- 
opment of headline-and-picture with its 
stress on speed in communication. But 
more than by any other single factor, “I 
believe the designer won his new status 
in the business community: because he 
had demonstrated that he could com- 
municate an idea or a fact on the 
printed page at least as well, and often 
better, than the writer, the client, or his 
representative . . . if he was at least as 
faithful to content as he was to style.” 


design a means, not an end... 
“The printed page is not primarily a 
medium for self-expression. Design for 





typography (cont'd) 





print is not Art. At best it is a highly 
skilled craft . . . in no way related to 
painting . .. 

“The man with something to say 
comes to the designer in the belief that 
the designer with his special skills will 
say it more effectively for him. 

“I do not argue for the return to any 
form of traditionalism. I do argue for 
a sense of responsibility on the part of 
the designer, and a rational understand- 
ing of his function. I think he should 
avoid designing for designers . . . I sug- 
gest the word ‘design’ be considered as 
a verb, in the sense that we design some- 
thing to be communicated to someone 

. this is the designer’s primary func- 
tion, to be clearly understood . . . he 
will find the most satisfying solution to 
a graphic problem come from its basic 
content. He will find it unnecessary and 
offensive to superimpose a visual effect 
on an unrelated message. . . 

“Never mistake the printed page for 
an art gallery.” 

William Golden 


the purpose . . . to communicate 


“Typography was born out of a need to 
communicate. It is a form that expresses 
something other than itself . . . the de- 
signer’s responsibility is to find new 
ways to say old things. The intellectual 
content of the message, though repeated 
over and over, can remain valid . . . but 
the eye can tolerate only so much same- 
ness before it wearies and refuses to see. 
“The age old struggle between form 
and content exists in the schools of the 
typographic arts. The _ traditionalist 
credo is ‘type must not be seen.’ Their 
opposite number (call them ‘type for 
type sakers’) call for expression in typog- 
raphy . . . regardless of cost to readabil- 
ity. Between these polar positions the 
designer utilizes the stimulation of ex- 
pressive typography without sacrificing 
the idea and thereby ceasing to com- 

municate.” 
Morton Goldsholl 


this twisted path to conformity . . . 


“Like the automotive stylists, we are fre- 


quently all trying too hard to be differ- 
ent together, creating shallow style that 
can have little lasting effect on the 
mainstream of typographic design. We 
move from the ornate to the starkly 
plain and back again, and from wide 
leading to tightly stacked type lines, as 
though each new method were the only 
true way. 

This twisted path to conformity is 
strewn with the tortured reminders of 
the vagaries of our typographic taste: 
Broadway, Agency Gothic, Cartoon, Cor- 
vinus, Neuland, Signal and Slim Black, 
to name but a few.” 

Allen F. Hurlburt 


a display style, if anything .. . 


“There is little evidence to support the 
thesis of ‘a new American typography’ 
in editorial or book work fields. The 
traditional rules of legibility and reada- 
bility prevail . . . If we have any claim 
to a National School it is in the area 
of display typography . . . in the many 
facets of advertising design . . . (this is 
due to) an economy that is based largely 
on the obsolescence of product . . . If 
there is a ‘new American typography’ it 
is in its infancy.” 

Robert M. Jones 


Don’t fence me in... 


“I'm always a little disturbed if creative 
things are put in any kind of confine- 
ment, even if for such purposes as eval- 
uation or analysis. Like typography. 

“Why not just plain Typography? 

“I really don’t know if there is a 
‘Typography, USA’, or a “Typography, 
Sweden’, or a “Typography, Bulgaria’. 
If there should be, I think most design- 
ers would ignore them. I rather think 
that in their work they consider a par- 
ticular type as a result of their planning, 
and don’t give a damn where it’s from, 
how it’s presently being used, and who 
is using it.” 

George Krikorian 


design maturity ... 


“The complete integration of typogra- 
phy with the graphic image is indicative 
of the maturity attained by the contem- 
porary designer. The role of designer is 
that of a visual translator. The transla- 
tion can communicate well only if ex- 
pressed in clear, concise terminology to 
the audience for whom it is intended.” 

Matthew Leibowitz 


grey and unobtrusive . . 


Leo Lionni, looking at the trees rather 
than the forest, made some personal 
and specific comments regarding today’s 

typography. 
“Century Schoolbook comes closest to 
my personal taste because it spells words 
unobtrusively—like the strings of marion- 
ettes. When there is silence, it lies calm- 
ly in its corner—evenly grey. It is easily 
read and does not superimpose onto the 
rhetoric of words a rhetoric of its own.” 
Leo Lionni 


the typographic image .. . 


“With the increasing competition in 
product marketing in the United States, 
advertising people are finding it difficult 
to create ads that do not reflect, either 
in copy or design, the attitudes of their 
competitors. Copy claims have become 
almost indistinguishable . . . 

“Television has had its effect . . . we 
are becoming more and more accus- 
tomed to looking at pictures and less 
and less interested in reading lengthy 
copy. The resulting trend in our adver- 
tising has been towards large pictorial 
elements and short, sparkling headline 
copy... 

“These influences have created a need 
for experimentation with new graphic 
forms in advertising. One of the impor- 
tant results of this experimentation is 
what I like to refer to as the typographic 
image. Many designers have found that 
when the usual means of stimulating the 
reader into a buying attitude becomes 
cliché, the use of typography as a word- 
picture gives them greater creative 
scope... 
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liberties taken... 


“We have therefore had to take liberties 
with the many traditional rules and reg- 
ulations which have come to be accepted 
as criteria for good typography. These 
deviations, which include wider meas- 
ures, elimination of leading between 
lines, removal of letterspacing, and alter- 
ation of type forms have met with vio- 
lent reaction from traditional typogra- 
phers and designers to whom these rules 
are sacred . . . through typographic 
means, the designer now presents, in 
one image, both the message and the 
pictorial idea . . . the designer, today, 
has used typography to complement and 
give meaning to an illustration or pho- 
tograph, and has used photographs as 
vital parts of typographic elements . . . 
he has resorted to distortion and dis- 
figuration of type forms but the obvious 
emotional result often lends justification 
to these disfigurations . . . much of this 
relatively new concept in typography 
depends on impact .. .” 

Herbert Lubalin 


Who needs an American look? .. . 


“. . . Who really cares if we have or 
have not a ‘New American Look?’ As 
designers and human beings is it neces- 
sary to clothe ourselves and our work in 
the newest and most fashionable modes 
so that we can be identified and clearly 
stamped American? . . . If we . . . ctiti- 
cally examine Typographic design, what 
do we find? Big type just for the sake 
of a shocking scale. The emphasis on a 
grand and crushing impact; the crushing 
struggle to find infinite varieties and 
copies of a shallow fashion has been a 
dreadful waste of creative energies . . . 

“I do not think we have such a thing 
as an American Tradition in Typogra- 
phy . . . I feel tradition, whether Amer- 
ican, European or Oriental can become 
a graveyard of creative energies. The 
capacity to act and feel spontaneously 
and without attachment to the past is a 
creative strength actively to be sought . . . 

“Tradition can and often does moti- 
vate frustrations, and frustration often 
motivates hostilities, so we fight with 


ourselves and with others and it reflects 
itself in our work and our design... . 
Make it big: big type, big photograph— 
big page, big put on top of big, piggity- 
back big, press it down—force the outer 
limits of space; attach everything big to 
everything else big. . .” 

Suggesting that it may now be time 
to reverse this frustration process, Mr. 
Roan asks that we recognize irrelevance 
and fashion and tradition and disengage 
ourselves from it. The creator must be 
disengaged from the result itself . . . “I 
believe to be fully creative, one must 
find his satisfaction within the creative 
process itself and not in the result of 
this creativeness . . .” 

Herbert Roan 


making the printed word useful 
to others... 
“. . . Most of all it is essential to strive 
for simple artistic integrity and the 
idealistic standards that have always 
been essential in making the printed 
word useful and pleasing to other 
people.” 

Bradbury Thompson 


attention-getting-by-all-means .. . 


“, . . An American contribution to 
typography can be seen in the use of 
the Victorian ornamented type face for 
advertising in newspapers, handbills and 
posters of the latter part of the 19th 
century. A similar concept is expressed 
in some national advertising pages of 
recent origin. These, however, operate 
with a conglomeration of ugly, differ- 
ently styled, contrasting or conflicting 
alphabets. The advertising agencies who 
produced this concept must have clearly 
been motivated by attention-getting-by- 
all-means, aggressiveness and provoca- 
tion. This ignoring of esthetics, in fact 
this twisting of unesthetics into a func- 
tion, is a lesson to be learned. Here is 
bad taste under the disguise of function- 
alism par excellence. 


fine flowers from strange soil... 


“. . . But new typographic life may 
come from such ruthless technique as 
is exemplified in many of America’s 
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hard-selling advertising pages. The rea- 
son for this speculation is that here 
typography clearly serves an intended 
purpose. The means by which the pur- 
pose is obtained are wrong but bear 
none of the esthetic incest which domi- 
nates much typographic thinking.” 
(Here Mr. Bayer points out that not 
only the public but the typographer, 
typesetter and the printer have lost the 
culture for fine typography. Today the 
responsibility is almost completely on 
the shoulders of the designer. In Amer- 
ica today typography, even the whole 
realm of visual communications, is at 
best a minor art. It is pushed aside as 
“commercial”.) 


style as a strait jacket... 
“If ‘style’ becomes predominant, it over- 
shadows its own purpose. It becomes an 
obstacle in the perception of the specific 
problem which it is supposed to serve. 
Formalism and the straight jacket of 
‘style’ will eventually lead to a dead end, 
while the nature of things is the self- 
changing pulse of life with its unlimited 
forms and ways of expression; this, one 
must see clearly and not make new 
clichés out of old formulas.” 

Herbert Bayer 


Ladislav Sutnar finds faster visual com- 
munication needed to meet the quicken- 
ing tempo of industry. “The watchword 
of today is ‘faster, faster’—produce faster, 
distribute faster, communicate faster . . .” 

Mr. Sutnar also criticizes much cur- 
rent American work on the grounds that 
it is not truly functional, that informa- 
tion is not organized for fast perception. 
He objects to traditional typography be- 
cause it is based on arbitrary rules, to 
much contemporary typography because 
it is primarily decorative instead of be- 
ing constructed to aid clear, rapid com- 
munication. 

He also finds the basis for a modern 
graphic design and typography but finds 
it not being fully developed due to 
blurred imitations of a sound theory. 
The new typography developed three 
decades ago in Europe has the basis for 











a sound typography of today if not dis- 
torted by our obsession with fashion. 
Looking at the pieces chosen in the 
current TDC show Mr. Sutnar notes 
they are mostly similar to winning pieces 
of last year’s show and “to some extent 
to those of two years ago . . . manifest- 
ing a sort of continuity or further devel- 
opment of graphic and typographic de- 
sign attributable to TDC shows... a 
notable distinction this year is the em- 


what does the show show? 


1959’s typographic directions reveal 





cific selling aims of clients.” 

“The extension of the exhibit’s cate- 
gories to entries related to architecture 
or product design makes the TDC show 
the only current exhibition to recognize 
the concept of a graphic or a typo- 
graphic designer collaborating in these 
design fields . . .” 

Ladislav Sutnar 


quieter excitement 


Tobias Moss, Chairman of the Awards 
& Exhibition Committee of the Type 
Directors Club, taking a critical look at 
selections of the jury, offers the follow- 
ing comments: 

“There is apparent, continuing evi- 
dence that type is a powerful design 
tool in itself. Designers are plying their 
creative ingenuity with the use of the 
letter shapes themselves. But, in many 
instances, in an effort to get attention 
and to achieve a designy, clever arrange- 
ment, legibility is impaired, often dis- 
regarded. 

“Designer-judges cannot be blamed 
for choosing the ingenious, the ‘idea’, 
the adroit, im preference to the more 
sedate ‘clean’ kind of pieces. This is the 
designer plying his trade, producing a 
job which he deems right. There is a 
kind of uniformity: a craze or a fad 
starts and then comes all the mimicty, 
the aping, the imitations. ‘Blow it up 
dramatically and use tiny type for con- 
trast’ might be a theme for the current 
crop of prize winners. 


“I get the feeling that designers are 
being given more and more of a free 
hand. They aren’t being disciplined by 
stubborn clients who might curb their 
cleverness. It is said that management 
is more aware of good design but a pull 
by them on the reins might be necessary 
here and there. 
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some return to classicism 


“A well-thought-out bit of handsome 
typography—unadorned by imposed arti- 
ness—jumped out of the kaleidoscopic 
array of entries and by virtue of being 
honestly easy to read and to understand 
caused many judges to stop for a mo- 
ment. There is a growing realization 
that the word—the story—the message— 
must be communicated, too. The ‘idea’ 
is not enough . . . 

“It’s all too loud, too much problem- 
solving in the same way for every assign- 
ment at hand—too many ‘posters’ and 
not enough ‘let’s read this’. A printed 
piece isn’t a missile taking off into space. 
It stays put for ground observation.” 

Tobias Moss 


quiet excitement .. . 
“It’s hard to say whether there were any 


real immediate trends noticed in this 
years bulk of material submitted to the 
TDC show . . . There was the usual 
amount of ‘big type’ pieces but the 
judges did not appear to be too im- 
pressed with them. It seems to be passé 
now. Everyone is doing it and most of 
it is quite bad . . . Most of the judges 
seemed to be looking for something 
‘honest’, ‘pure’ typography without gro- 
tesqueneéss or shock, typography that was 
refreshingly simple, beautiful yet excit- 
ingly so . . . quiet excitement. 

“Visual excitement, which has always 
been the keynote in previous TDC 


phasis placed on designs that serve spe- 














shows, this year placed greater emphasis 
on “Typographic soundness’ and ‘purity’ 
as qualifying excitement factors. 


@ return to classicism .. . 


“I for one, seemed to sense somewhere 
in the show, whether in a few of the 
better pieces, or perhaps more so in the 
attitude of the judges, a strong return 
to classicism . . . the real trend, if there 
is one, is in this new attitude towards 


typography.” ‘ 
aron Burns 


a new clarity of statement .. . 


Wondering whether such designers as 
Jan Tschichold could have made this 
show, Allen Hurlburt saw both negative 
and positive values in the material 
reviewed. 

“On the positive side, we saw a gen- 
eral high level of typographic compe- 
tence and a new clarity of statement in 
making the typographic presentation ex- 
press the editorial and advertising idea. 

“On the negative side, we saw an 
increasing tendency to adhere to tempo- 
rary typographic fads. We saw a new 
contribution to illegibility in the vertical 
stacking of words broken into separate 
syllables. The greatest disappointment 
was the scarcity of fine typography that 
adheres to the classic idiom.” 

Allen Hurlburt @ 
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This exhibition is comprised of 182 award-winning pieces; approximately 2000 items were submitted. Entries were 
invited from all communication media wherein typography or letter form is the predominating element. Because 
this display of contemporary graphics reflects American trends, it is integrated with the forum, “Typography—U.S.A*, 
held on Saturday, April 18, 1959—Hotel Biltmore, New York—sponsored by the Type Directors Club—_Tosias Moss 
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Designer: 
Client: 
Typographer: 


Herb Lubalin 


: Sudler & Hennessey Inc. 


Sudler & Hennessey Inc. 
The Composing Room, Inc. 


Designer: 
Client: 
Typographer: 


Designer: 
Client: 
Typographer: 


Don Knapp/James Cross 
UCLA 
Wayside Press 


Giovanni Pintori 
Olivetti Corporation of America 
M. J. Baumwell Company 


Jack Birdsall 
Rous & Mann Press Limited 
Rous & Mann Press Limited 





Designer: Gene Federico 
Client: Toni Ficalora 
Typographer: The Composing Room, Inc. 


Designer: Ed Brodsky Designer: Henry Wolf 
Client: Miniature Precision Bearings, Inc. Client: Esquire Magazine 
Agency: Ruder & Finn, Inc. Typographer: Haber Typographers 
Typographer: The Composing Room, Inc. 


Designer: Herb Lubalin 
Designer: Michael Wollman Client: Sudler & Hennessey Inc. 
Client: Linocraft Typographers Agency: Sudler & Hennessey Inc. 
Typographer: Linocraft Typographers Typographer: The Composing Room, Inc. 





Designer: 
Client: 
Agency: 
Typographer: 


James Shade 


Audio Arts, Inc. (Hollywood, Calif.) 


James Shade 
Adtype 


Designer: 
Client: 
Agency: 
Typographer: 


Herb Lubalin 

Schering Corp. 

Sudler & Hennessey Inc. 
The Composing Room, Inc. 


Designer: Lester Beall 
Client: Connecticut General Life Insurance Company 
Typographer: Connecticut General Life Insurance Company Print Shop 
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Designer: James P. Camperes (AD: Bill Curry) 
Client: Ramo-Wooldridge Security Department 
Typographer: Advertisers Composition Company 


Designer: Herb Lubalin (AD: Acy Lehman) 
Client: RCA Victor (Record Division) 
Typographer: The Composing Room, Inc. 





Designer: 
Client: 
Agency: 
Typographer: 


Designer: 
Client: 
Typographer: 


Designer: John Murrillo 
Client: RCA Camden 
Typographer: Progressive Typographers 





Tom Hannan 

Arnold Meyers 
Roulette Records 
Haber Typographers 


Herb Meyers 
Mead Papers, Inc., Dayton, Ohio 
Typography Shop 


Designer: 
Client: 
Typographer: 


Designer: 
Client: 
Typographer: 


Designer: 
Client: 
Agency: 
Typographer: 


Bob Gill 
Robert Gordon 
Real Typographers, Inc. 


Tony Palladine 
Simon and Schuster 
Real Typographers, Inc. 


Ivan Chermayeff 

Concert Associates Inc. 
Brownjohn, Chermayeff & Geismar 
Metro Typographers Inc. 





Designer: 
Client: 
Agency: 
Typographer: 


Bob Farber 
Celsa Corporation of America 


Irving Serwer Advertising, Inc. 


Franklin Typographers 


Two Awards 


Designer: 
Client: 
Agency: 
Typographer: 


George Lois 
A. H. Robins Co., Inc. 
Sudler & Hennessey Inc. 


The Composing Room, Inc. 


Designer: John Graham 
Client: NBC Television 
Typographer: Empire Typographers 


Designer: Ladislav Sutnar, Client: Scarves by Vera, Agency: Sutnar—Office, Typographer: Sterlip Press 

















Designer: 
Client: 
Agency: 
Typographer: 


Designer: 
Client: 
Agency: 
Typographer: 


George Lois Designer: Henry Wolf 


orge 
Carr’s Department Store Client: Esquire Magazine 
Sudler & Hennessey Inc. Typographer: Haber Typographers 
The Composing Room, Inc. 


Peter Chermayeff 

Peter Chermayeff 

Brownjohn, Chermayeff & Geismar 
BCG Typographic Archives 


Designer: Gene Federico 
Client: L’Aiglon rel, Inc. 
Agency: Douglas D. Simon Advertising, Inc. 
Typographer: The Composing Room, Inc. 


Bradbury Thompson 

West Virginia Pulp and Paper Company 
National Type Setting Corporation, 
Typographic Service Company 





Emmett McBain 
Mercury Record Corporation 
Emmett McBain 
Emmett McBain 


West Coast Designer 

Allen, Dorsey & Hatfield, Inc. 
Allen, Dorsey & Hatfield, Inc. 
Advertising Composition Co., 
Bisch Type, Inc. 


Designer: Carl F. Zahn 
Client: Museum of Fine Arts (Boston) 
Typographer: Machine Composition Co. 


Designer: George Lois 
Client: George Lois 
Typographer: The Composing Room, Inc. 


Designer: Hal Davis/Walter Einsel 
Client: Men’s Town & Country 
Agency: Philip J. Periman Associates 
Typographer: The Composing Room, Inc. 





Designer: Herb Lubalin/George Lois 
Client: Carr’s Department Store 
Agency: Sudler & Hennessey Inc. 

Typographer: The Composing Room, Inc. 


Designer: Frederick A. Usher Jr. 
Client: Kotun Brothers Lithographers 
Typographer: Advertisers Composition Company 


John 


Massey 
Semmes aetna sty be Ieee Cate nf C8 ont Oz= : Container Corporation of America 
C N. W. Ayer & Son, Inc. 
Frederic Ryder Company 











Four Awards 
Designer: Louis Derfsman/Irwin Goldberg 
Client: CBS-Owned Radio Stations 
Typographer: Advertising Composition Inc. 





Designer: Ed Gold Designer: Leonard Sirowitz/Ernie Socolov 
Client: Park School, Baltimore, Maryland Client: National Telefilm Associates, Inc. 
Agency: The Barton-Gillet Co. Typographer: Photo-Lettering, Inc. 
Typographer: Typographic Service Inc. 


West Coast Designer 

Cooper 

Allen, Dorsey & Hatfield 
Advertisers Composition Co., 
Bisch Type, Inc. 


Designer: Gene Federico 
Client: Supima Association of America 
Agency: Douglas D. Simon Advertising, Inc. 
Typographer: The Composing Room, Inc. 





Designer: Sam Scali, Designer: Gene Federico 
Client: Musifex Co., Client: D. Lisner & Co. 
Typographer: The Composing Room, Inc. Agency: Douglas D. Simon Advertising, Inc. 
Typographer: The Composing Room, Inc. 


Designer: Robert Brownjohn 
Designer: Ed & Jane Bedno ’ Cheat, Andre amin 
Client: Metropolitan Corporation of America Agency: Brownjohn, Chermayeff & Geismar 
Agency: Bedno Associates Typographer: Metro Typographers Inc 
Typographer: Herman Typographers ee oo 





Designer: Henry Wolf/Audrey Rosenson 
Client: Harper's Bazaar 
Typographer: Ornamental Penmanship (1854 Edition), 
Haber Typographers 


Designer: Mort Rubenstein, Client: CBS Television Enterprises, Typographer: George Jackson, Inc. 


George Lois Designer: Marget Larsen/Robert Freeman/George Dippel 

A. H. Robins Co. Inc. Client: Coras Trachtala Teo (Irish Export Promotion Board) 
Sudler & Hennessey Inc. Agency: Weiner & Gossage, Inc. 

The Composing Room, Inc. Typographer: Charles Laws (of Charles H. Falk) 





Designer: Bradbury Thompson 
Client: West Virginia Pulp and Paper Company 
Typographer: National Type Setting Corporation, 
Typographic Service Company 


Chie 1 Teta 


Designer: Gene Federico, Client: AIGA, Typographer: The Composing Room, Inc. 


Designer: Elmer E. Yochum 
Client: Columbia-Southern Corp., Pittsburgh, Pa. 
Agency: Ketchum, MacLeod & Grove, Inc. 
Typographer: Hand-Lettering 


Designer: James Cross/Don Kapp 
Client: UCLA 
Typographer: Kapp/Cross & Associates 





Designer: Herbert Levitt 
Client: The Cooper Union Art School 
Typographer: Clark & Way 
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Designer: Hayward R. Blake, Client: Bud and Simone Blake, Typographer 


Designer: Richard Levine (AD: John Graham) 
Client: NBC Television 
Typographer: Empire Typographers 





Two Awards 
Designer: Aaron Burns, 
Client: The Composing Room, Inc., 
Typographer: The Composing Room, !nc. 


the Composing Room, inc. 190W46St,N.Y36.N.¥.JU2.0100 
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Designer: Gene Federico 
Client: Douglas D. Simon Advertising, Inc. 
Agency: Douglas D. Simon Advertising, Inc. 
Typographer: Advertising Agencies Service 





Client: High Ridge Church Client: Ram’s Head Antiques Glad Hand Press 


Seven Awards 
Designer: Robert M. Jones, Typographer: Glad Hand Press 


Client: R. B. Oppenheim Client: Katherine M. Jones 


FE oa 


Client: Glad Hand Press 


Client: Arts for Youth Council 








Designer: Norman Gollin 
Client: Los Angeles County Museum 
Typographer: Advertisers Composition Company 





iin See ee Designer: RayKomai_ . 
Designer: Gene Federico Client: Walter McQuade, Eggers & Higgins, 
Aluminum Corp. of America 


Client: L’Aiglon Apparei, Inc. . 
Agency: Douglas D. Simon Advertising, Inc. Typographer: John B. Watkins Company 


Typographer: The Composing Room, Inc. 


U.S. MARSHAL 


Designer: Leonard Sirowitz 
Client: NTA Program Sales 
Typographer: George Jackson, Inc. 
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Designer: Leonard Sirowitz 
Client: National Telefilm Associates, Inc. 
Typographer: The Composing Room, Inc. 


Designer: Tom Huestis 
Client: Chamber of Commerce of the United States 
Typographer: Progressive Composition Company 


Herb Lubalin/George Lois 
Carr’s Department Store 
Sudler & Hennessey Inc. 
The Composing Room, Inc. 


igner: Designer: Allan R. Fleming 
"Ghent, ose Note Records Client: E. E. Trevett 
: Philli , Limited 
Typographer: Phillips Old Fashioned Type House Typographer: Cooper & Beatty, 





Designer: Herb Lubalin Designer: Louis Dorfsman/Joseph Schindelman 
Client: Federation of Jewish Philanthropies Client: CBS Radio Network 
Agency: Sudler & Hennessey Inc. Typographer: Tri-Arts Press, Inc. 
Typographer: The Composing Room, Inc. 
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Eight raid Ce Ba and 





Designer: Herb Lubalin/George Lois 
Client: Sudler & Hennessey Inc. 
Agency: Sudler & Hennessey Inc. 
Typographer: The Composing Room, Inc. 
Designer: Gilbert Lesser 
Client: Gilbert Lesser 
Typographer: Hand-Lettering 


Designer: Arnold Varga 
Client: Public Utilities Advertising Assoc. 
Agency: Ketchum MacLeod & Grove, Inc. 
Typographer: Davis and Warde 





Designer: 
Client: 
Agency: 
Typographer: 


Designer: 
Client: 
Typographer: 


Hans F. Sauer 
Studebaker-Packard Corporation 
D’Arcy Advertising Company, Inc. 
The Composing Room, Inc. 


Hans F. Sauer/Dean Coyle 
Studebaker-Packard Corporation 
D’Arcy Advertising Company, Inc. 
The Composing Room, Inc. 


Richard Loew 
Vogue Magazine 
Typographic Service Company 


Designer: 
Client: 
Agency: 
Typographer: 


Designer: 
Client: 
Typographer: 


Bradbury Thompson 

West Virginia Pulp and Paper Co. 
National Type Setting Corporation, 
Typographic Service Company 


Kern Devin 

Goucher College, Towson, Maryland 
The Barton-Gillet Company 
Progressive Composition 


Louis Dorfsman 

WCBS Radio-CBS Radio 
Advertising Composition, Inc. 
The Composing Room, Inc. 














Designer: 
Client: 
Agency: 
Typographer: 
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Two Awards 
Designer: 
Client: 
Agency: 
Typographer: 


Elmer E. Yochum 

Pittsburgh Corning Corp. 
Ketchum, MacLeod & Grove, Inc. 
Davis & Warde Co. 


Kern Devin 
St. John’s College, Annapolis, Maryland 
The Barton-Gillet Co. 

Baltimore Type 
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Designer: 
Client: 
Agency: 
Typographer: 





Designer: 
Client: 
Agency: 
Typographer: 














Ivan Chermayeff 
Concert Associates, Inc. . 
Brownjohn, Chermayeff & Geismar 
Metro Typographers, Inc. 


Theo Dimson 

Art Associates Limited 
Walsh Advertising Co., Ltd. 
Cooper & Beatty Limited 


Three Awards 
Designer: Ladisiav Sutnar 
Client: Katz/Waisman/Blumenkranz/Stein/Weber 
Agency: Sutnar-Office 
Typographer: Hand-Lettering 


Harvey Toback 

Royal Typographers, Inc. ; Designer: Mary L. Beresford 

The Zlowe Company, Inc. Client: IBM, Publishing Department 
Royal Typographers, Inc. Typographer: A. Colish, Inc. 





Designer: Richard Levine (AD: John Graham) 
Client: NBC Television 
Typographer: Empire Typographers 


S. Neil Fujita Designer: Ladislav Sutnar 
Client: Addo-x Inc. 
Agency: Sutnar—Office 
Typographer: Sterlip Press 


Designer: 
Client: Columbia Records 
Typographer: A. T. Edwards 





Designer: 
Client: 
Typographer: 





Designer: Erik Nitsche 
Client: General Dynamics Corporation 
Typographer: Advertising Agencies Service Co. 


Corning Design Department 
Corning Glass Works 


Wally Littman 
Pratt Institute 
The Composing Room, Inc. 








Designer: Herb Lubalin/George Lois 
Client: Smith, Kline & French 
Agency: Sudler & Hennessey Inc. 
Typographer: The Composing Room, Inc. 
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Typographer: Machine Composition Company 
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Four Awards 
Designer: Ladislav Sutnar 
Client: Addo-X Inc. 
Agency: Sutnar—Office 
Typographer: Sterlip Press 








Designer: John Graham 


Client: NBC Television 
Typographer: Empire Typographers 





Designer: 
Client: 
Agency: 
Typographer: 





Designer: 
Client: 
Typographer: 


Irv Koons 

Bristol Laboratories 

Medical & Pharmaceutical Information Bureau 
Ken-Ro Typographic Service 


Carl F. Zahn 
Museum of Fine Arts (Boston) 
Machine Composition Company 
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Designer: Jack Gregory 
Client: Mr. & Mrs. Jack Gregory 
Typographer: W. T. Armstrong, Inc. 





Designer: Ted Trinkaus 
Client: Trinkaus-Aron & Associates 


Typographer: Empire Typographers 
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Designer: 
Client: 
Agency: 
Typographer: 





Designer: Gene Federico 
Client: Douglas D. Simon Advertising, Inc. 
Agency: Douglas D. Simon Advertising, Inc. 
Typographer: The Composing Room, Inc. 


Designer: Onofrio Paccione 


Designer: Louis Dorfsman/Ted Andresakes 

Client: Typographic Craftsmen Client: CBS Radio Network Client: Carlton Records 

Agency: Grey Advertising Agency, Inc. 
Typographer: Typographic Craftsmen 


Samuel Maitin 
Kraft Printing Co. 
Samuel Maitin 
Royal Company 
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Designer: Hal Davis 


Typographer: Advertising Composition Inc. Agency: Philip J. Perlman Associates 


Typographer: The Composing Room, Inc. 
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Designer: Bernard Zlotnick 
Client: Cinemal6, Inc. 
Agency: Bernard Zlotnick Graphics 
Typographer: Adcraft Typographers, Inc. 
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Designer: Bob Gill 
Client: Concert Associates, Inc. 
Typographer: Real Typographers, Inc. 


Designer: 
Client: 
Typographer: 
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Robert Fabian Designer: 
|. Miller Salons Client: 
The Composing Room, Inc. Agency: 

Typographer: 





Designer: 
Client: 
Agency: 
Typographer: 


Onofrio Paccione Designer: 
Necchi Sewing Machine Sales Corp. Client: 
Grey Advertising Agency, Inc. Agency: 


Adset Service, Inc. Typographer: 





Herb Lubalin/Bebe Gershenzon 
Vibo Farms 

Sudler & Hennessey Inc. 

The Composing Room, Inc. 





Radel Leather Manufacturing Co. 
Brownjohn, Chermayeff & Geismar 
The Composing Room, Inc. 
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Designer: John Hoernle/Reba Sochis 
Client: Delman Shoes 
Agency: Sochis Advertising & Promotion 
Typographer: George Jackson Inc. 
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Designer: Dick Jones/Reba Sochis 
Client: Delman Shoes 
Agency: Sochis Advertising and Promotion 
Typographer: The Composing Room, Inc. 
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Two Awards 
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BERGDC mt a Designer: Reba Sochis 
GC@DDMAN ainsi Client: Delman Shoes 
cm tee mUAEA Agency: Sochis Advertising and Promotion 





Typ6grapher: George Jackson Inc. 
the Shoe was lost... Sacks robes 
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Designer: Fred Hausman 
Client: Fred Hausman 
Typographer: The Composing Room, Inc. 


Designer: 
Client: 
Agency: 
Typographer: 


Designer: 











: : es - Client: 
: Typographer: 





Designer: 
Client: 














Agency: 
Typographer: 








Designer: Eric Carle 
Client: Lew Parrella 
Typographer: Empire Typographers 


Samuel Maitin 
Seymour Mednick 
Samuel Maitin 
Armstrong 





Gene Federico 
William Helburn, inc. 
The Composing Room, Inc. 


Ivan Chermayeff 

Cell Ceiling Inc. 

Brownjohn, Chermayeff & Geismar 
Metro Typographers Inc. 








Designer: 
Client: 
Agency: 
Typographer: 





Designer: 
Client: 
Agency: 
Typographer: 
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Designer: Ed & Jane Bedno ° : 
Client: Scott, Foresman & Company 
Agency: Bedno Associates Designer: Joseph Low, Client: Joseph Low, Typographer: Joseph Low 


Typographer: Monsen-Chicago 


Designer: George Lois 
Client: MCA—TV 


Agency: Sudier & Hennessey Inc. Client: Helvetia Maennerchor 
Typographer: The Composing Room, Inc. Typographer: Empire Typographers 





Ciba Design Group 

Ciba Pharmaceutical Products 
Sudler & Hennessey Inc. 

The Composing Room, Inc. 


George Lois 

Ciba Pharmaceutical Products 
Sudler & Hennessey Inc. 

The Composing Room, Inc. 





Designer: Robert Brownjohn 
Client: Nancy Surmain/Dagasso Travel Bureau 
Agency: Brownjohn, Chermayeff & Geismar 
Typographer: Metro Typographers, Inc. 
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Designer: Fred Witzig 
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Designer: Richard Loew, Client: Vogue Magazine 
Typographer: Typographic Service Company 
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Designer: William Connell, Client: Vogue Magazine 
Typographer: Typographic Service Company 





Designer: Richard Levine (Artist: Lionel Kalish) 
(AD: John Graham) 
Client: NBC Television 
Typographer: Empire Typographers 


Designer: Bradbury Thompson 
Client: West Virginia Pulp and Paper Company 
Agency: National Type Setting Corporation, 
Typographer: Typographic Service Company 








Designer: Richard Loew, Client: Vogue Magazine 
Typographer: Typographic Service Company 


Designer: Onofrie Paccione 
Client: Martha Paccione 
Typographer: Typographic Craftsmen 











Designer: 
Client: 
Agency: 
Typographer: 


Designer: Louis Dorfsman 
Client: CBS Radio 
Typographer: Progressive Typographers, 
The Composing Room, Inc. 





Designer: 
Client: 
Agency: 
Typographer: 


Tony Mandarino 

DuPont Men’s Wear (Trade) 

Batten, Barton, Durstine & Osborne 
Haber Typographers Inc., Chris F. Olsen 
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Designer: George Lois 
Client: The Upjohn Co. 
Agency: Sudler & Hennessey Inc. 
Typographer: The Composing Room, Inc. 








Sy Leichman/Alan Fleisler 
Talon, Inc. 

KGA, Inc. 

Provident Typographers 
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Designer: Bob Gill 
Client: Real Typographers, Inc. 
Typographer: Real Typographers, Inc. 
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Designer: Mary L. Beresford 
Client: IBM, Publishing Department 
Typographer: Franklin Typographers, Inc. Designer: Bob Gill 
Client: Real Typographers, Inc. 
Typographer: Real Typographers, Inc. 





Designer: Gerard M. Schouten 
Client: Armstrong Cork Company 
Typographer: Lancaster Composition Company 





Six Awards 
Designer: Eugene Laurents/Joseph Suplina 
Client: Laurents & Suplina 
Typographer: Laurents & Suplina/A.1.G.A. Workshop 











ROCK ROLL 


Designer: Bradbury Thompson 
Client: West Virginia Pulp and Paper Company 
Typographer: National Type Setting Corporation, 
Typographic Service Company 


Designer: Gene Garlanda 
Client: Junior Sophisticates 
Agency: Gilbert Advertising Agency, Inc. 
Typographer: The Composing Room, Inc. 





Designer: Louis Dorfsman 


Client: The Housewives’ Protective League-CBS Radio 






——- — Jackson Inc. 











“There are times when wepoutl afford to miss! Whit with the 

os ps sent amore clasive target these days, voutl 
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And vou hit the mark 
wel auere expect By the nature of its peat neomangee” = 


Noprork screens out nondistening listeners, You can’t miss 
wal voor advertising dollars...on the CBS Radio Network. 


Designer: Louis Dorfsman 
Client: CBS Radio Network 
Typographer: George Jackson Inc. 





Designer: George Lois 
Client: Carr’s Department Store 
Agency: Sudler & Hennessey Inc. 
Typographer: The Composing Room, Inc. 








Designer: Acy Lehman Designer: Acy Lehman 
Client: RCA Victor (Record Division) Client: RCA Victor (Record Division) 


Typographer: Progressive Typographers Typographer: Progressive Typographers 
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Designer: James Cross 
Client: System Development Corporation 
Agency: System Development Corporation << 
Typographer: James Cross : ee 





Two Awards 
Designer: Gerard M. Schouten 
Client: Armstrong Cork Company 
Typographer: Graphic Services, Inc. 








Designer: Allen F. Hurlburt, Client: LOOK Magazine, Typographer: Riegert & Kennedy 








Designer: 
Client: 
Typographer: 





Designer: 
Client: 
Typographer: 


Designer: 
Client: 
Typographer: 





Charles Dickinson 
Martha Dickinson 


Ron Ransier (of George Willens & Co.) 


Ruds Harley & Herb Meyers 

Art Directors Club of Atlanta 
Typography Shop, J. W. Ford Co., 
Superior Typographers 


Mary Beresford 
IBM, Publishing Department 
A. Colish, inc. 





Designer: 
Client: 
Agency: 
Typographer: 


Designer: Robert Sutter, 
Client: Type Directors Club, 
Typographer: Huxley House 


Designer: 
Client: 
Typographer: 


Will Burtin 
The Upjohn Company 
The Composing Room, Inc. 





Norman Gollin 

California Museum of Science & Industry 
Harold P. Levy 

Anderson, Ritchie & Simon 
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Designer: Irv Koons/Ben Rosen 
Client: Memorial Center for Cancer & Applied Diseases 
(Sloan-Kettering Institute for Cancer Research) 
Typographer: Ken-Ro Typographic Service 








Designer: 
Client: 
Agency: 
Typographer: 


Two Awards 
Designer: Herb Lubalin/George Lois 
Client: Art Directors Club of New York 
Agency: Sudler & Hennessey Inc. 
Typographer: The Composing Room, Inc. 
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Rene Bittel (AD: Jack Marmaras) 
Ciba Pharmaceutical Products, Inc. 
Sudler & Hennessey, Inc. 
Colorpress 








Designer: Louis Dorfsman/Herbert Lubalin 
Client: Art Directors Club of New York 
: Typographer: Empire Typographers Inc. 
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Typography—U.S.A. 


Aaron ‘Burns 
Educational Chairman 


Will Burtin 


Program Chairman 


Tobias Moss 


Chairman of Awards and Exhibitions 


Gerard J. O’Neill 


Reservations Chairman 


General Committees 


Martin Connell 

Bob Farber 

Glenn Foss 

Vincent Giannone 
Edward M. Gottschall 
James Halpin 

Robert M. Jones 

Ray Komai 

Francis Monaco 


Ariosto Nardozzi 
Eugene P. Pattberg 
Frank E. Powers 
Edward Rondthaler 
Gustave L. Saelens 
Walter Stanton 
Robert Sutter 
Abraham A. Versh 
Hal Zamboni 


Milton K. Zudeck 


For the Type Directors Club 


James Secrest 
President 


Arthur B. Lee 


Chairman of the board of governors 





Design 
Typography 
Printing 
Inside Paper 
Cover Paper 
Photography 


Ariosto Nardozzi 
Huxley House 
Leeart Press, Inc. 
Mohawk Vellum 70# 
Mohawk Vellum 65 # 
David Hecht 











Objectives of 
The Type Directors Club: 


To raise the standards of typography 
and related fields of the graphic arts. 


To provide the means for inspiration, 
stimulation and research in typography 
and related graphic arts fields. 


To aid in the compilation and 
dissemination of knowledge concerning the 
use of type and related materials. 


To cooperate with other organizations 


having similar aims 
and purposes. 
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By Richard Coleman, Social Research, Inc. 


THE AMERICAN HOUSEWIFE 


the American housewife: tastemaker’s mistress? 
what are her tastes in furniture, in clothes? 
how is she wooed in different economic strata? 


Questions of taste—good, bad, and whose 
—and how it’s made are always with us. 
In recent years the popular press has 
singled out a group in our society, com- 
posed primarily of designers, decorators, 
shelter-and-clothing editors, and adver- 
tisers, to call The Tastemakers. In our 
work at Social Research, Inc., we have 
had several opportunities to ask the 
question: Can the American housewife 
indeed be seduced by any and how many 
of these Tastemakers? The answer we’ve 
come up with thus far is this: the “line” 
she’ll fall for, and how far she’ll go are 
a matter of the woman’s “class.” 

Russell Lynes has developed a “brow” 
classification for tastes which is some- 
times related to “class” and other times 
isn’t. Even when it is, however, “brow” 
is no more than a categorization of 
tastes, while “class” offers an explana- 
tion. 


three major market-classes . . . 


A division of American housewives into 
three principal social classes helps ex- 
plain and account for the main varia- 
tions in taste. One is the upper middle 
class, whose husbands are the successful 
business and professional men; these 
women are residentially located in Amer- 
ica’s “Superbias” or high-rise urban 
Gold Coasts. The second is the lower 
middle class, whose husbands are mostly 
small businessmen and white collar 
bureaucrats; they usually live in the 
package suburbs or’suburban-like sec- 
tions of the city. The third is the work- 
ing class, in which the husbands usually 
are blue collar workers; these families 
occupy the older, more densely packed 
portions of the central city. 

For this brief illustration of our 
answer about tastemaking, let’s take as 
cases in point the two central battle- 
fields of taste: apparel and furniture. 
It’s in these fields that the tastemakers 


fight most fiercely to make camp follow- 
ers out of American women. 


furniture mystifies most... 

Good taste in furniture is a big mys- 
tery to most women in all classes—it’s 
something they’re afraid other women 
have more of. And while they're sure 
there is some ultimate standard of “good 
taste,” they are doubtful whether they 
know how to achieve it. These self- 
doubts should make the American house- 
wife an easy target for a tastemaker’s 
lead—and they do, except that each class 
of women has its own preference in 
tastemakers, based on its peculiar psycho- 
logical needs in the furnishing field. 

The upper middle woman would like 
to “go it alone” when furnishing her 
home, but after she’s consulted the 
shelter magazines and the local furni- 
ture stores she frequently finds that con- 
tradictions have compounded upon con- 
fusion, so she takes her problem to an 
interior decorator — upon whom she 
can place the blame if things should 
miscarry. Usually the first furnishing 
thought of these corporation wives is a 
departmentalization of their homes into 
periods (perhaps after the model of 
their husband’s departmentalized cor- 
porations). They seem to feel that hav- 
ing a French Provincial living room, an 
Italian Provincial dining room, an Early 
American game room, and a Swedish 
Modern bedroom gives them the cosmo- 
politan look of being well-traveled 
through both space and time. Through 
it all, these women feel a strong com- 
mitment toward expensive furniture, 
suspect any tastemaker who promises 
“good taste” wholesale. 

Within the upper middle class, there 
is a variant type sometimes called Mrs. 
Upper-Bohemian. Her husband is more 
apt to be in the arts or mass media, and 
the couple usually lives in either a close- 
in remodeled brownstone or a far-out 
exurban e¢x-farm home. Mrs. Upper- 
Bohemian—unlike the prototypical up- 
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per middle housewife—is as much on her 
guard against the ideas of a local deco- 
rator as against those coming out of 
Grand Rapids. Instead, she is deter- 
minedly independent or else willfully 
avant garde—readily succumbing to the 
blandishments of a designer like H. Mil- 
ler or P. McCobb—in which case, she 
still thinks she’s been determinedly in- 
dependent and quite self-expressive. In 
any event, Mrs. Upper-Bohemian’s taste 
in furniture is by self-definition “good 
taste.” 


lower-middle ... 


The lower middle housewife does not 
use her home for formal entertainment 
or as a monument to her individuality 
so often as does her higher status sister. 
And recently she has come under the 
spell of the twin cries of our times for 
“togetherness” and “do-it-yourself.” In 
her pursuit of these pioneer virtues, it is 
no wonder that she frequently cele- 
brates them with Early American decor, 
plus family rooms and country kitchens. 
However, this is today’s fad—what 1961's 
will be is another matter, waiting reso- 
lution for her at the editorial desks of 
BHG, HB, and AH. We say this not- 
withstanding the lower middle house- 
wife’s do-it-yourself enthusiasm—because 
her taste doubts are such that she can- 
not resist a peek into the next-to-free 
advice offered by the shelter magazines. 
These women look to the editors of 
these books to educate their tastes and 
inform them on the furnishing trends 
of the day. In turn, it sometimes seems 
that a motivating daydream for a goodly 
number is selection of their own homes 
for inclusion into the pages of these 
magazines as prime examples of “How 
to furnish tastefully without spending 
a fortune.” 


blue-collar tastes... 


The working class housewife is also 
concerned with furnishing her home in 
an “up-to-date” manner. However, she 
looks to the store windows of local mer- 
chants and the advertisements placed 
by furniture manufacturers in Life 
magazine and the Sunday supplements 
for guidance —and thereby receives a 
somewhat different version on what's 
“the latest thing.” Still, since it’s the 
“newest look” in furniture and since it 
is usually called “modern,” she’s en- 
tranced. For this woman, the glittering 
promise of new and modern furniture 
lies not in the aesthetic pleasure derived 
(as it does for the upper middle 
woman), or even the satisfaction of 
stylishness (as with the lower middles). 
Rather, its purchase announces her eco- 
nomic respectability, and its placement 


(continued on page 117) 
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1) Yusuhiro Kojima: For Ishimiteui Metal Works, a 
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2) G. Honegger-Lavater: For Novopan wood fibre his 
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3) Hans Schleger: For a British sock manufacturer ter: 
whose name is Raven. Ad: 
4) W. Segelarth: Entry in a competition for a Ger- —/o ) wh 
man book society whose initials are B. L. a nes 
5) Helmut Kurtz: An anchor and a heart stand for fro 
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Japan. A 
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The need of man to put his mark upon 
his creations is an old one: mediaeval 
papermakers, silversmiths, humble pot- 
ters as well as that arrogant housepainter, 
Adolf Hitler, all have used a mark, 
) whether for vanity, identification, busi- 
ness or conquest. But if the mark arose 
from the wish to be known, it is in our 
competitive society increasingly some- 
thing that is asked of the preducer by 
the public; a sign to show responsibility, 
an implied guarantee and promise of 
quality. 

A mark that may never take up more 
space than a postage stamp therefore 
bears an enormous responsibility, and 
the consequent challenge to the designer 
is greater than in any other field of 
} graphic art. Posters come and (some, for- 
tunately) go; packs can be scrapped at 
the end of a run—errors in most fields of 
design will be forgotten and can be re- 
placed. A poor mark however is a lasting 
tragedy since it is by nature to be per- 
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petuated. Changes in a trademark are no 
simple matter. The necessity of contem- 
porariness, the needs of new reproductive 
techniques, of trends in lettering and de- 
sign as well as policy changes within the 
company, must be balanced against the 
benefits of a consistent trademark. 


Ideally, the trademark does not date, 
but there are few rules for its achieve- 
ment. Clients tend to illustrations of 
their products, but clearly good marks do 
not describe, and whether little or not-at- 
all related to the product, they are things 
in themselves, with impact, meaning and 
life independent of all else. Designers 
tend towards geometry to achieve time- 
lessness, but geometry alone tends to 
lifelessness, a static, frozen sign. Most 
good marks are found to be based upon 
geometry but to have their form rein- 
forced and enlivened by content. 


Clearly trademark making is work for 
an expert. s 





by Kim Taylor, Assistant Editor, Graphis 
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SPONTANEITY IS KEY WORD 


Boston looks at its Fifth annual awards show, 


issues a call for less imitation, more trying of new things 


The Boston art party was a joint affair. 
The AD club was joined by the Advertis- 
ing Club as Boston’s best creative efforts 
were put on display. Awards luncheon 
guest speaker was Dr. Irving A. Taylor, 
a psychologist who has concentrated on 
problems in the communications field. 
Show jury consisted of illustrator Steve 
Dohanos, TV AD Georg Olden, and 
Garrett P. Orr, Eastern AD for Outdoor 
Advertising Inc. and President of the 
New York ADC. In a roundtable discus- 
sion on current ad art trends was a call 
for artists to loosen up. Too much pres- 
ent work is so tightly executed, is so 
like photography, that the AD can hardly 
be blamed if he prefers photography. The 
need for artists is to work more freely, to 
put the kind of feeling and interpreta- 
tion into their work that the camera can’t 
do, or can’t do as well. 

Boston’s gold medal winners are shown 
here. Exhibition chairman was George 
Whinnen, of Chambers, Wiswell, Shat- 
tuck, Clifford & McMillan, Inc. * 
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Direct mail 

AD: Harvey Coté 

Client: The Botolph Group 
Poster art, b/w 

AD: George Campbell 

Client: Schwann Records 

Direct mail, 3 colors 

Graphic House, Boston 

Magazine ad 

AD: Len Karsakov 

Agency: The Bresnick Co. 

Client: Troylings 

Trade periodical, 2 colors 

AD: Fred Wischhusen 

Client: Dewey & Almy Chemical Co. 
Newspaper ad, b/w 

AD: George Campbell 

Client: Guild House Shoes 

Trade periodical, 3 or more colors 
AD: Andre Paquette 

Agency: Silton Bros.—Callaway 
Client: The Hub Offset Co. 
Magazine art, full page-or more, 3 colors 
Photo: Ernie Halberstadt 
Agency: John C. Dowd, Inc. 
Client: American Tourister Luggage 
Trade periodical, b/w 

AD: Len Karsakov 

Agency: The Bresnick Co. 

Client: Troylings 

Direct mail 

AD: Sandra Graves 

Studio: Wm. Gunn Studios 
Client: Norfolk Paint 








in Chicago 








Design division winner In recent 7th 


Local Out- 
door Adver- 
tising Contest, a panel of Chicago ADs 
named this Dixon Dairy (Little Rock) 
24 sheet tops in design division for 
market of 100,000-500,000. The poster 
also won first place in the continuous 
campaign division. Copy and artwork by 
John Sorenson, of Ted Lamb & Assoc. 
ADs who made first, second and third 
selections in six design categories were 


in local poster show 


John Clayton, Leo Burnett Co.; Richard 
Prezebel, Western Advertising; Kemper 
Ferree, J. Walter Thompson; Frank 
O’Beirne, Roche, Rickerd & Cleary. 
Frank Dunigan, president of Brinkman 
Corp., Ft. Wayne, and chairman of the 
business development committee for Out- 
door Advertising Assn. of America, was 
contest chairman. OAAA sponsors the 
annual competition/show. 


Organizational shake-up 
at Grant-Jacoby Studios 


Following Carl Jacoby’s retirement as co- 
owner, Grant-Jacoby’s president/treas- 
urer Walter O. Grant announced these 
appointments: William D. Stacy, asst vp 
and exec AD; Robert L. Fox, from vp in 
charge of sales to first vp and asst treas- 
urer. Robert E. McCullagh, vp in charge 





SERVICE 


SERVZIO 





TJANST 
DIENST 
SERVICIO 


in any language the best in typesetting 


There are many ways to say service. In 


typography they all mean the same thing— 


typesetting you can depend on for quality 


and accuracy. Entrust your next jcb to 


SERVICE Typographers and appreciate 


the difference it makes in your ad or mailer. 


SERVICE 


TYPOGRAPHERS 


INC. 


723 S. Wells St. - Chicago 7, Illinois 





“where typesetting 
és still an art" 


« HArrison 7-8560 





of sales. Warren E. Grant, secretary; 
David J. Grant, asst vp, director of pro- 
duction, and asst secretary. Jacoby re- 
mains as a director and consultant. 


STA’s 32nd May 2-June 5 


Annual Exhibition of Design in Chicago 
Printing will be held in the Art Institute 
of Chicago. Eighteen categories of print 
are covered. John Massey is exhibition 
chairman. Judges are Lee King, creative 
director Edward H. Weiss; Carl Regehr, 
design director Bert Ray Studios; Ed- 
ward Katz, lithographer, Crafton, NYC. 





New management quarterly Neil P. 
buys art/photography Ruzic is 
editor, 

publisher, AD and designer of Industrial 
Research, a new business magazine, 
format of which will emphasize “creative 
layouts, design and production.” Cover 
of the spring (and second) issue has this 
Bob and Bill Kaulfus woodcut, of the 
IT&T dish antenna used for global com- 
munications, printed on aluminum foil 

(back cover has Alcoa ad). 

First issue’s cover had staff photog- 
rapher Jon Pownall’s dramatic shot of 
open hearth furnace operation at U. S. 
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Steel’s Gary works.,Magazine is both let- 
terpress and offset, the latter emphasized, 
though covers go either way. Body type 
is 10/12 and 9/11 Century Exp. All the 
new expanded display faces are used, 
though Venus predominates. Varied fold- 
ins and stocks are used. 


Chicago notes 


S. Neil Fujita, director of design and 
packaging for Columbia Records, NYC, 
was in town to address recent meeting of 
ADCC ... Don Tennant—tv/films— was 
among the eight vps added to Leo Burn- 
ett’s plans board . . . Ronald Reagan did 
the 20-minute movie, Hands We Trust 
(for Natl. College of Surgeons) at Fred 
A. Niles ... Walt Thompson’s Telecast- 
ing Services now at Niles Communication 
Center, 1058 W. Washington Blvd... . 
William Irwin, is new agency rep for 
Design-Comm. He also reps Rose & Mayer 
photography and Winsor & Assoc. studio 
.. . Bill Fernim & Assoc. now repping 
photog Jack De Sort, and Adventure Inc. 

. Added to Stowell Studios: Charles 
Snyder and Vince Cenone ... Frank W. 
Pellettiere now packaging research pro- 


ject director for Elrick & Lavidge. He had , 


been with Container Corp... . Dick 
Klevickis who had been AE for Kling 
Studios now creative director of J. M. 
Callan Co. Joe Callan’s a former Kling- 
man too—he was vp of Kling merchan- 
dising div. for 12 years before forming 
his own merchandising agency last year 

. Clinton E. Frank has added William 
A. Gregg, Jr., who was illustrator with 
Scripture Press in Wheaton . .. Whitaker 
Guernsey moved to 250 E. Illinois St... . 
Bob Aitchison, Fenshok vp, writing on 
How to Deal with ADs, for Industrial 
Marketing: “Do not give your AD actual 
layout suggestions . . . He will know bet- 
ter than you how to visually create . . . 
different degrees of emphasis. To be effec- 
tive your AD should . . . certainly have 
the freedom of final decision, within 
reason, for anything relating to visual 
handling . . .” STA’s “Calligraphy: Its 
Flowering, Decay and Restoration,” avail- 
able at $5 from Miss Sumner, 6 E. Lake 
St., Chicago 1 . . . Sidney Clayton Assoc. 
added Lighting Products acct., (High- 
land Park) . . . Elsa Kula’s now teaching 
visual design at Southern Illinois U., also 
free lancing. She designed and produced 
the award winning program for the uni- 
versity’s Fine Arts Festival. Davis Pratt, 
Miss Kula’s husband, was chairman of the 
festival ... At the Art Institute, through 
May 24, Exhibition of the Society for 
Contemporary American Art; Winter- 
botham Collection; May 14-June 28, Ex- 
hibition by Artists of Chicago and Vicin- 
ity; later summer, preColumbian Art. @ 




















color ... let it flatter you, right down to yor 
pretty, so poised, just knowing you're in pe 
. This spring everything is made memorab 
ichly gleaming color. You'll bask in the beau 
aght of care, because it is so easy to wash, 


aglow with color . . . let it flatter you, rig 


you feel so pretty, so poised, just knowir 


u’re in perfect harmony with fashion. This spring everything is ma 


to sell quality men’s clothing f: 
in volume—we sell a lot of clothir 
. And we can afford to operate on 
inate the many unnecessary costs : 
no fancy fixtures, make no ur 
y for cash. Let’s face this fact: 
mise, we wouldn’t dare give yc 
arantee. Come in and we'll pro: 
to sell quality men’s clothir 
in volume—we sell a lot of clot! 
. And we can afford to operate o 
te the many unnecessary cos 
we have no fancy fixtures, make no ur 


small profit b we eli: 





a normal retailer . . . 


a theme of fragile beauty .. . or 
aggressive sales sizzle... B+C 

has the type to capture the mood and 
the eye... to sell the product. 

Let B+C craftsmen carry your comp 
or rough to sparkling finish! Write 

or phone today for type specimen 
folder and handy type gauge. 


BERTSCH + COOPER +- Typographers 
1147 West Jackson Boulevard « Chicago 7, Illinois « MOnroe 6-5200 


#36 pt. Legend expanded 15% +72 pt. Billboard 











he NORedge for close work - - 


steel drawing hoard edges 


“« Gortotose for precise work 
bets ate Mo } 


for data check with your dealer or write 
ecccccccce chicoge,tt 

















IN 28 BRILLIANT— INTENSE COLORS 


6 fd FELIX PALIN + ves oA 
Vv 155-57 E. ONTARIO ST 
curcago OF wLINols ad 
Mo. 4. 7005 




















ce "tegeert_ 8. ARONSTEIN & CO. Flushing, W..| 
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in 
Philadelphia 






Cawley and Neff Packaging and industrial design company, Crawley-Neff Asso- 
form design firm ciates, Inc., has been organized by C. Robert Cawley, formerly 

with Mel Richman, and J. Warren Neff, who headed his own 
sales agency for plastics and fibre glass products. Cawley is president and treasurer 
of C-N and will be plans director. Neff, vp and secretary, will direct client relations. 





Kennedy-Ceglia adds Formerly gen- 
Larry O’Rourke eral manager of 

Industrial Pho- 
to Reporting Co., Inc., Trenton, Larry 
O’Rourke now heads Industrial Photo 
Reporting Service, a division of Kennedy- 
Ceglia. 


Art Alliance medal 
awarded to Zigrosser 


Carl Zigrosser, vice director and curator 
of prints at Philadelphia Museum of Art, 
is the first in the field of prints and draw- 
ings to win the Philadelphia Art Alliance 
Medal of Achievement. Zigrosser, an art 

















PHOTOGRAPHY 


GEORGE FARAGHAN STUDIOS 


1934 ARCH ST., PHILA., PA. LO 4-5711-12 


agency « ernest w. greenfield, inc. represented by: Judy Wagner ® John Robinson 
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historian, author and critic, was director 
of the Weyhe Gallery in New York before 
joining the Philadelphia Museum in 
1940. 


Art Alliance shows 


Arthur Osver, watercolors and caseins, 
May 6-31; Fred Nagler, oils and drawings, 
May 6-31; Today’s Religious Art, con- 
temporary Christian art and architecture, 
May 7-31. 


Philadelphia notes 


Thomas J. Paul, formerly AE with N. W. 
Ayer, has been appointed director of 
sales, Mel Richman Inc. He will coordi- 
nate sales operations of all the Richman 
divisions, art, photography, audio-visual 
and packaging design . . . Wermen & 
Schorr now at 1616 Walnut St. Ed Schorr 


is AD ... Illustrator Harvey Simpson’s | 


two latest Navy posters on view May and 
June . . . John Maass was one. of the two 
U.S. prize winners in the international 
competition to design emblem for South- 
East Asia Treaty Organization ... Al 
Shapiro’s new AD at Chew, Harvey, 
Thomas . . . Bill Moore repping Dailey 
Service .. . Ed White was recent speaker 
for Artists Guild. . 








Philadelphia Art Supply Co. 


Philadelphia's most complete stock of 
art and drawing materials. 
* Bourges sheets * Craftint 
*® Kemort materials * Zipatone 
© all graphic art supplies 


Send for our 200-page catalog 
on your letterhead 


25 S. Eighth St. * Philadelphia 6, Penna. 
MArket 7-6655 * Prompt delivery service 














GEORGE L. CONNELLY 
1422 Chestnut Street 
Philadelphia, Pa. 

LOcust 8-5096 


REALISTIC ILLUSTRATIONS 
Institutional Fiction 


INSTITUTIONAL FICTION 











SELL YOURSELF LOCALLY... 


Place an ad in 
Art Direction’s 
local news pages 





Shaggy dog 20-second tv spot 
thinks for himself campaign for Ford 

Dealers of Southern 
California has shaggy dog dusting a Ford, 
with sound track as follows: Announcer, 
“Ah... you there. What are you doing.” 
Dog, “I’m dusting a F-OR-D” (familiar 
shaping of letters to sound). Announcer, 
“Oh, are you a Ford owner?” Dog, “No, 
I’m a dog.” Announcer, “Do you think 
everyone should be a dog?” Dog, “Well, 
that’s something everyone should decide 
for themselves . . . but I do think that 
everyone should be a F-OR-D owner. 
Don’t you?” 

For J. Walter Thompson, LA., created 
and produced by Playhouse Pictures, 
Hollywood. Directed by Bill Melendez. 
Animation design, story and layout by 
Melendez, Sterling Sturtevant, and Chris 
Jenkyns. 


Coast clips 


Taking just about all the honors avail- 
able from PPASC, Siegfried R. Gutter- 
man of Siegfried Darsey Studio received 
an achievement certificate for work as 
PPASC secretary in 1958, was installed as 
commercial vp for 1959, was awarded the 
H. Joe Meyer Aurora trophy, 1958, for 
excellence of illustrations, b/w and color, 
taken with electronic flash, and was pre- 
sented with a Special President’s Trophy 
Award for his efforts to clarify sales tax 
problems . . . Illustrators Group is com- 
posed of 6 free lancers settled at 5212 
Wilshire Blvd, LA 36. The 6: Nixon 
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on the 


west coast 


Galloway, formerly of Stephens-Biondi- 
DiCicco; Ren Wicks, most recently a vp 
at SBD; coast illustrator Bob Poole; Jack 
Barton, ex-Chicago and Detroit lettering 
and design specialist; Chuck Wysocki, de- 
signer/illustrator from Detroit; consult- 
ant AD/designer Don DuBois, who had 
been with Robinson, Jenson, Fenwick & 
Haynes .. . John R. Semple, president of 
the Portland AD club and AD of Pacific 
National agency’s Portland office, pre- 
sided at a panel discussion held during 
Pacific’s recent meeting of employes from 
Seattle, Portland and Spokane. Peter 
Meilleur, who ADs PNAA’s Seattle office, 
joined Semple as panel leader . . . Guild, 
Bascom & Bonfigli held a nationwide 
birthday party as it passed the 10-year 
mark. Having many top food accounts, 
GB&B sent its many friends a food pack 
loaded with samples of its products—in- 
cluding everything from salami to Rals- 
ton and from Maraschino cherries to dog 
food. @ 








CAMERA HAWAII 
Editorial & Advertising Illustration 
Honolulu’s most versatile photographers 
directed by 
WERNER STOY 


Honolulu, Hawaii Cable: CAMHAWAII 














RETOI ic 
PRODUCT ILLUSTRATION 





BACKED BY A COMPLETE ART SERVICE 
Layout to complete job. Quick service 
Fast Airmail service on out-of-town orders 


WM. MILLER ADVERTISING PRODUCTION 
672 S. Lafayette Park Pl. Los Angeles 57, DU 54051 





8226 SANTA MONICA BOULEVARD 
HOLLYWOOD 46 - OLDFIELD 4-8277 





Stock Photos 


Send for free illustrated leaflet. 


The Picture File 







something new 
in something old 


paper sculpturist John Solarz puts 
whimsy and personality into his 
illustrations. John is one of 
Chicago’s younger artists. 














housewife 
SE 


(continued from page 107) 


in her home provides her with relief 
from the monotony of the “old look.” 
Finally, it offers her escape from domes- 
tic slavery when she discovers that the 
clean-lined modern pieces she’s installed 
have lines easily cleaned. 


clothes-confidence is general... 


A somewhat different story of seduc- 
tion appears when we turn to the ap- 
parel taste wars. In this field women of 
all classes are more confident of their 
own tastes—or at least more willing to 
indulge them. It is more than coinciden- 
tal, however, that almost all are pro- 
claiming a taste for the “casual mode” 
these days, even when they don’t prac- 
tice what they advocate. Almost all 
women are aware of the strictures placed 
by style experts against too much frilli- 
ness in clothing; almost all share in the 
general feminine intelligence which up- 
holds the advantages of simple, versatile 
apparel. Furthermore, almost all women 
are caught up in the idealization of the 
wholesome, well-rounded, suburban way 
of life which can be experienced even in 
the city’s midst as long as the closet’s 
crowded with casual clothes. 

The differences between women of 
the various classes appears in the defini- 
tion they give “casual” clothing (“casual” 
in clothes like “ranch” in houses covers 
a multitude of sins) and their psycho- 
logical affinity for the “casual mode.” 
They listen to those tastemakers who 
entice them with the variety of casual- 
ness which suits their preferences. 


versatile and inconspicuous... 


For the upper middle corporation 
wife, “casual” means versatile and incon- 
spicuous. The versatile costume is one 
which enables her to chauffeur her chil- 
dren, chairman a volunteer meeting, 
and attend a late-afternoon cocktail 
party with her husband —all without 
making a change. The inconspicuous 
costume is one which conforms to the 
conventions of her class as to what 
should be worn on these many occasions. 
As these women go about their activi- 
ties, they can often be identified by 
their grey suits—tailored or dressmakers 
—much as are their executive husbands. 
They do not seek their fashion from the 
House of Dior; rather, they patronize 
a circle of specialty shops where the 
resident exterior-decorators know what's 
“just right” for them as individual 
women and as members of their class. 
There are two sub-segments of women 
in this class whose apparel customs are 


strikingly different from this norm. Mrs. 
Upper-Bohemian, for example, is apt to 
go in for conspicuous under-consump- 
tion as a way of signaling her independ- 
ence of both fashion’s whims and con- 
vention’s dictates—she’s always been very 
casual. At the other extreme are the 
lacquered sophisticates of Cafe Society, 
who are our only real votaries to the 
priestesses of high fashion—at their most 
casual, they still radiate the sets of 
Hollywood. 

For the lower middle class subur- 
bienne, the casual note in clothes fits 
in perfectly with her casualized home. 
These women turn to the various maga- 
zines that retail the chic, for their fash- 
ion editors’ latest words on how a whole- 
some housewife outfits herself for her 
well-rounded regimen. This passion for 
the casual, however, is of recent origin 
among these women. Historically they 
have tried to outdo each other in femi- 
nine fussiness. It is a great triumph for 
the tastemakers that this rivalry has now 
been turned toward the goal of achiev- 
ing the utmost in suburban simplicity. 
Whither tomorrow? 

The working class women—like the 
cafe society type—is not really too happy 
with the casual ideal, although she pays 
it adequate lip service. Secretly, she 
feels that she’s spent too much of her 
life being all-too-casual; she likes to take 
every opportunity to play Cinderella or 
siren and gratify her private fantasies 
of beauty. Simplicity in apparel is a par- 
ticularly hard row to hoe for her. So she 
welcomes the store window and adver- 
tising suggestions from the Gimbel’s and 
Goldblatt’s of her home town on “how 
to accomplish the casual look without 
spending every last nickel.” The inter- 
pretation of “casual” she finds there is 
apt to be ever so slightly de-casualized 
with a bow here, a ribbon there, and a 
sashay all around. 

Still, she and the store both define 
the dress as “casual,” so the working 
class woman is happily confident she’s 
avoided being too much the “fancy 
woman.” (Of the middle class view on 
this, she’s unaware.) Finally, be it 
“casual” or whatever, the working class 
woman is always afraid not to experi- 
ment with the latest look. She’s the prin- 
cipal patron for the machine-made, mass- 
produced, marked-down Americanized 
version of each year’s Dior designs. Suc- 
cessively she welcomes each “new look” 
as her personal “new hope.” 

Let us conclude by saying that—given 
these qualifications about “lines” and 
“class”—it looks indeed as if our Taste- 
makers can proudly survey the American 
housewife, her wardrobe and her furni- 
ture, and place a stamp on all three of 
them, “Made in America.” «€ 
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Trombolite solves your most de- 
manding lighting problem—-how to 
get the right kind of light to your 
drawing board or easel! The exclusive 
blending of incandescent and fluores- 
cent light sources—used singly or in 
combination — produces more light 
... better light... for all your artwork 
needs! Trombolite’s “Glide-Action” 
arm extends, stays put, tilts or rotates 
to any angle! Its multi-position reflec- 
tor head puts light where it’s wanted 
... directly on your working area. In 
Executive Grey, Sahara Tan, Tropic 
Green and Decorator Blue...with 
choice of mounting bases. Illustrated 
draftsman’s model FSD-200-TDM, 
list price, less lamps: $26.95. 











Please send me full information on Amplex 
Trombolite. 

Name 

Address 

City Zone State 





AMPLEX CORPORATION 
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pencil sketching 


THE SKETCH DIARY (501-SD) is the per- 
fect pad for action studies and draw- 
ings while traveling or research sketching. 
Enough paper to make ample notes for 
the complete trip. 


70 sheets of drawing paper, wire-bound in 
a handsome blue and rose cover. All ‘round 
tooth for pencil, pen or brush and ink. 


Pads available in 8/2 x 11” and 11 x 14”. 


od i 





oil or casein painting 


CANVASETTE {imitation canvas) lends it- 
self well to quick color sketches and fin- 
ished paintings ... easily portable pads, 
sheets, rolls. Always lies flat... never 
cracks, chips or peels. Pads bound with 
distinctive red cover. 

CANVASETTE has a pre-primed surface 
ready-to-paint and can be mounted, 
stretched or worked directly on pads. 
Available in — 

Pads 9 x 12”, 12 x 16” and 16 x 20” 
Shts. 9x12”, 12x16”, 16x20”, 20x24” 
Rolls 25”, 33” and 50” wide 


pany letterhead. 











watercolor 


The watercolorist seeking the adventure of 
@ sunny afternoon painting indoors or 
outdoors, will love the (No. 531) 
““WATCHUNG" paper. This economical 
paper accepts watercolor beautifully and 
keeps colors alive and sparkling. Use it 
in either the handy and convenient block 
or pad form. You'll recognize them by 
their attractive blue-grey covers. 
Available in pads and blocks: 6 x 9”, 
9x 12”,10x 14”, 11 x 15”, 12 x 18”, 
15 x 20”, 19 x 24”. 


Y2 4 Write for free p 
es bie nfang Paper Co., Inc. © Metuchen, N. J. 








A New Art Tool! 


x-acto 


SAFETY-GUARD 









Guard Adjusts 
to any Position 





KNIVES" 


*Pat. Pending 


Sliding metal guard for absolute 
safety in carrying, handling and 
storage. Accommodate the reg- 
ular surgically-sharp, instant- 





1 — Chuck principle 
—half turn and 
guard is free to move 
outside of knife. 





















ly interchangeable X-acto 
blades. Won’t roll off in- 
clined drawing board. 


No. 1G (Illustrated) $1.20 
No. 2G (Not Shown) $1.50 





pan not actual size 








2— Pull hex knob 
until blade is cover- 
ed, half turn locks 


CLOSED guard. 


YOU can afford 








FREE! BUYING GUIDE for 
X-acto Artists’ Knives, Tools, 
Art and Craft Sets. 





that little 
extra IMPORTED 
quality! 





X-ACTO, INC. 
48-97 Van Dam Street 
Long Island City 1, N. Y. 





3 — Let blade pro- 
trude to desired 
length and lock 
guard. Can't slip. 

























ARTISTS’ 
WATER COLORS 


A wide selection 
of transparent water 
colors of 
unsurpassed 
quality. Classified 
as to degrees of 
permanence, 
and available in tubes, 
pans and cakes. 







902 BROADWAY, 


i Pe) a a 


Canadian Agents: THE HUGHES OWENS CO., LTD. Head office, MONTREAL 
Californian Distributors: THE SCHWABACHER-FREY CO., SAN FRANCISCO 
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SUBSCRIBE NOW TO 





report 


CREATIVE ADVERTISING MANAGEMENT 


a new newsletter service for all art and photographic 
executives who must know prices / salaries / business volume /buying trends 
tax developments /legal data /ethical problems 


If you make decisions — about ad art/photography/design — CAM Reports is for you. Whether you buy or 
sell, you'll want this twice-a-month crisp reading report. For the first time, art and photographic executives will 
have facts where there have been no facts. Now you can be in-the-know on what's happening in your city 


and around the country in art and advertising. 


CAM REPORT WILL: 


save you time. |ts lightning fast readability gives you basic 
data, unavailable up to now, in a few minutes reading. 


save you money. By familiarizing you with industry trends 
in salaries and prices, it sharpens your factual background for 
buying and selling supplies and services. 


give you factual bases of comparison. Dato tables on 
studio billings will reveal broad trends against which you can 
measure your performante. Data on percentages of costs for 
studio operation factors (selling expense, rent, talent, etc.) will 
enable you to see where your breakdown fits into the general 
practice. 


give you up-to-date data. Published twice-a-month with 
data as new as the day before mailing, information is rushed to 


Subscribers to CAM Report are enthusiastic about it 
Many CAM subscribers have written us to say how important 
the semi-monthly newsletters have become to them already. 
Many subscribers, too, have ordered extra copies for their 
executive staff. (One studio alone has 8 subscriptions.) Only twu 
subscribers have requested a refund—a remarkable record when 
you consider that many subscribers bought their subscriptions 
sight unseen, before publication. Obviously, CAM Report has 
done what its publisher said it would do. 


lf you buy or sell art and photography, 
CAM Report is for you 
Subscribe now to the new business newsletter, written exclusively 
for you twice a month with exactly the news you want and need. 
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you at the peak of its significance. 

alert you to buying trends. Accurate, prompt reportage 
of trends, fads, swings in art, photography and business practice 
can mean the difference of hundreds of dollars to you. 
prevent headaches. Just one item on taxes, accounting or 
law may save you — in dollars, time and aggravation — many, 
many times the value of the year's subscription. 

Fortify your decisions with never-before available facts. Subscribe 
now. 

CAM Report, written exclusively for you, is $20.00 per year for 
24 issues. Each issue contains a wealth of material edited to help 
you save money, conduct your business affairs better. UNCON- 
DITIONAL GUARANTEE: if not fully satisfied with your first four 


“issues, the balance of your subscription will be refunded. 


TO BE MONEY AHEAD, TIME AHEAD, ON TOP OF THE FACTS, SUBSCRIBE NOW. 


CAM REPORT 19 WEST 44th ST., ROOM 509 NEW YORK 36, N.Y 


(CD Yes. Send me CAM Report now, 24 issues for $20.00. 
(0 Enclosed is prepayment in full. Please send me four bonus copies 
so that my subscription will run for 14 months. 


SUBSCRIPTION BLANK 





NAME 





THLE 





ADDRESS 





ZONE STATE 
CAM Report is published by the publishers of ART DIRECTION 


city 


ee ee ee ee 


119 








Headings in ProType * Text in Linotype 















































any style, 
any size, 
any time... 


WITHOUTA 
5 CAMERA OR : 
“DARKROOM ' 


ProType is the easiest, most 
flexible method ever developed for 
setting photographic type, lettering, 
initials—it requires no camera or dark- 
room! Using a simple working board 
on a table anywhere in the room, you 
can set any style or size of type as you 
need it. You get razorsharp, jet-black 


images on opaque paper or transpar- 


PROTYPE IS FLEXIBLE. You can achieve 
almost any effect with ProType... 


@ Set a letter, word, line or 
complete layout 
@ Set type in “galley” form 





DAVIDSON CORPORATION 
29 Ryerson Street, Brooklyn 5, 
New York 


¢ * 
a * 
































@ Set type “justified” to column width © C) Send ProType Brochure 
@ Curve, angle, “jumble” type C Arrange demonstration a 
@ Space type any way you please g q 
Over 10,000 type styles, sizes available Name 
..6 to 90 Point! ‘ Firm o a 
7 Street. e 
2 LINOTYPE © & City Zone__ 6 
DAVIDSON CORPORATION * ¢ 
A Subsidiary of Mergenthaler Li Com 
2° RYERSON STREET, BROOKLYN 5, a: ssid 7 ADS- 9 7 e 
Distributors in all principal cities ond Canede a a2 wa Ld 
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trade talk 


ART DIRECTORS BALTIMORE: Lewis 


Waggaman. past 
prexy of the AD club, moved up to manag- 
ing AD spot at Van Sant, Dugdale... 
BINGHAMTON, N. Y.: Mark S. Shigaki, who 
was assoc AD with Alfred Auerbach & 
Assoc. in NYC, now AD at Fred Riger.. . 
CLEVELAND: Charles N. Bowen, formerly 
exec AD for Charles Anthony Gross in 
Miami, now AD with F&S6&R . . . Bayless- 
Kerr named exec AD Harrison A. Bush to 
the board of directors . . . LOS ANGELES: 
Hal. Silverman and Leslie Foster added to 
Erwin Wasey, Ruthrauff & Ryan... Glen O. 
Kittelson left Buss, Bear & Assoc. for Gum- 
pertz, Bentley & Dolan .. . Bill Gold, a War- 
ner's AD for years, took his agency to 5731 
Cahuenga Blvd., North Hollywood, having 
given up his New York operation to con- 
centrate on the Warner Bros. account... 
NEW YORK: Now vp and asst creative direc- 
tor at Compton, Otto Prochazka had been vp 
and creative supervisor at B&B . . . Now art 
supervisors at Y&R are Roland C. Johnstone 
and Arthur N. Seller . . . Robert Otter, who's 
been with Doner & Peck for 11 years as AD 
and creative plans board member, has been 
appointed exc AD ... Sudler & Hennessey 
moved up Ernest Smith and Arthur Ludwig 
to vp posts . . . Gould K. Hulse, Jr.. of 
Kandler, Hulse & Reynolds, who do creative 
counseling, has left his exetutive director- 
ship at Newark School of Fine and Indus- 
trial Art, to act as executive designer on 
five accounts for United Printers & Publish- 
ers. Designer Carolyn Kandler makes the 
move with her partner . . . The Pontiac ac- 
count at MacManus, John & Adams now 
being ADed by James E. McGuire . . . Greg 
Bruno’s glad to be back home in New York 
with Reach McClinton, from R-McC Newark 
office . . . Joe Geyer named a vp at Schwab, 
Beatty & Porter . . . At Mann-Ellis: Kenneth 
Roy Kelly . . . Ambrose Kennedy. now with 
Wesley Associates, came from Lynn Baker 

. William Jacoby, senior vp and exec AD 
at Mogul Lewin Williams & Saylor, reports 
Michael Wollman‘s been appointed art group 
supervisor. Wollmqn came from Lennen & 
Newell . . . Movés at Redbook put William 
M. Block in AD post (he had been art editor 
of service section), and Wesly Michel, with 
the magazine since 1954, in assoc AD spot. 
Block succeeds Jonel Jorgulesco who re- 
signed . . . PEORIA: William C. Harkins, 
new vp at Ross, Flink & Livengood .. . 
PHILADELPHIA: The Museum recently added 
to its permanent collection two oils by N. W. 
Ayermen—Blue Door, by Charles Coiner, and 
City Children, by Thomas E. Yerxa .. . 
Anthony Trezza from Chew, Harvey & 
Thomas, to Lewis & Gilman as assoc AD... 
TUCSON: From Manufacturer's Products, 
Milwaukee, to Scott Henderson—Lou Lalko... 
















*TRY THESE 
- AT OUR EXPENSE 









PURE SABLE Series +72 


” MADE IN ENGLAND 
Made of best quality Red Sable 





. Full English Sizes 
Carefully hand set by skilled 
t workers, each brush is 





tested under working conditions. 
Will always keep a 

Fine Point — Resiliency 

and Full Body. 

@ TRIAL ORDER of 3 Dozen or more (assorted 
or one Size) at SPECIAL 25% DISCOUNT 


¢ If not ENTIRELY Satisfied 
Money will be refunded. 











Gentlemen: 











poet Se a ~ 
| 


"Wie " Please send us the following brushes | 

at Special Introductory Discount of 25%. 
You may bill us. | 
Dozen Size Dozen Size | 
Dozen Size | 

Name 
ike Nome of Company 
dress 

2 COLUMBUS CIRCLE, N.Y.19,N.Y City — State eo 





Nothing Photographs Better than 


REPRODUCTION WHITE 


eorod uction 


_ White 


“Process white 
Commercial r 


Wap on 


tr Co inc fo) 20€ 





Weber Reproduction White pho- 
tographs true, that’s why it’s 
the favorite of photo-engravers, 
retouchers and illustrators! And 
it contains no lead . . . is opaque 
. . . Stays white indefinitely . . . 
is perfect for air brush work. 





Available at ali good art supply stores. 


F, WEBER CO. 


PHILADELPHIA 23, PA., ST. LOUIS 1, MO. 
Manufacturing Artists’ Colormen Since 1853 
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The most complete production 
set-up for Catalogs and Brochures 
available anywhere! 


It’s all under one roof! Design and layout; 
hot or cold composition with Monotype, 
Linotype, Fotosetter and Monophoto; 
complete offset film department; 
letterpress printing plates, 

(flat and curved electros, mats, 

stereos, plastic and rubber plates). 


Send it to WESTCOTT 


WESTCOTT 
& THOMS ON inc 


TYPOGRAPHY - PHOTOTYPOGRAPHY - PRINTING PLATES 


1027 Arch Street, Phila. 5 WA 2-6570 
432 Fourth Avenue, N. Y. 16 OR 9-8380 


Send for your free copy of 
GLOSSARY OF TERMS—PHOTOTYPOGRAPHY AND RELATED PROCESSES 
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..PERFECT MEDIUM FOR 
COMMERCIAL ARTISTS, 
GENERAL, INDUSTRIAL 

AND TEXTILE DESIGNERS 


AA finely ground, 


velvety, brilliant, 
ol-)maal-lal-1an amore) lela—e 


3/a°x 4" tube A5c 


PROFESSIONAL COLOR 
POPULAR PRICE 


TALENS & SON, INC. UNION, NEW JERSEY 








three dimensional design Pr 
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GLAUBACH /| PALAMARA 


three dimensional design 


GLAUBACH | PALAMARA 


three dimensional design 


temas sete | PALAMARA 





quik-' 
stick 
Lip 


adhesive 


FAST and EASY. it on 
amen ace, ots andthe ste om 
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ART & DESIGN ATLANTA: Sth annual 


Painting of the Year 
exhibit, sponsored by Mead-Atlanta Paper, 
runs through May 10 at Great Galleries of 
the Art Institute, then moves to Public 
Library, May 12-26. Show was judged by 
artist Joseph De Martini, Agnes Morgan, act- 
ing director of the Fogg Museum at Harvard, 
and actor/art collector and critic Vincent 
Price .. . BOSTON: Harvey Appelbaum back 
with Graphic House Inc. as designer/rep, 
after time spent as designer at Government 
Recruiting Publicity Center, New York ... 
CHICAGO: Harold Walter to 154 E. Erie... 
DETROIT: Friedrich, Frisbie & Cox left De- 
troit building for 2011 Park Ave... . Leigh J. 
Brown was asst AD at K&E, now with staff 
at Grant .. . Society of Business Publications 
Designers to hold design seminar at the 
Sheraton-Cadillac, Sept. 18 . . . MEMPHIS: 
Archer & Woodbury now at DuPont Bldg., 
22 S. 2nd St. . . . New address, phone for 
Academy of Arts: Overton Park, BR 2-1762 

. MONTREAL: Jean Bourges, president of 
Bourges Color Corp., conducted art and pro- 
duction clinic on Bourges process, at meeting 
sponsored by Macfarlane-Payne . . . David 
Ransom’s studio now at 1411 Stanley St.... 
NEW BRUNSWICK, N. J.: Retiring from 
Douglass College faculty at the end of June: 
Theodore Brenson, art dept. chairman; asst 
professor of art Evelyn Burdette .. . NEW 
YORK: Johnson's Wax dropped 2 trademarks 
—the palm, and abstract of its Wright build- 
ings—for a double free form diamond by 
Lippincott & Margulies. This symbo! will ap- 
pear in black (top) and vermilion . . . Dr. 
Myron J. Helfgott, president of Package Re- 
search Institute and on the plans board of 
Lippincot & Margulies, has been named a 
vp of the design firm . . . Jo Low’s first in 
a series of books of color prints is called 
Heads. Others to appear, each with about 
20 pieces, include titles: Beasts, Birds, Things. 
From Eden Hill Press, Newtown, Conn... . 
The New Anatomy of Advertising, by Mark 
Wiseman, ad analyst and creative consult- 
ant, will be published by Harper. Publisher's 
squib notes: “The author...believes that 
idea creation has been overemphasized and 
that method must come first.” . . . Swiss art 
book publisher Albert Skira and Salvador 
Dali are going to publish Rhinoceros, a 
magazine in 3 languages, covering new 
movements in art, religion, and philosophy, 
and edited by committee of artists, authors, 
mathematicians and philosophers . . . With 
the May issue, Electrical Manufacturing be- 
comes property of Conover-Mast. Louis J. 
Perrottet and F. J. Oliver continue as pub- 
lisher and editor respectively. Arthur Litof 
Studio does its covers . . . Present magazine 
campaign for Seagram’s V.O. is using art 
rather than photography for action illustra- 
tions of sporting events. Campaign's theme 
is spectators—as in scene at The Masters 
golf tournament, with copy reading: “And 
after the champions check their cards, there 
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mn back eeececcece 
er/rep, 
anes ZiIP-A-TONE! ‘cause it's the first made...and still best for fast, 
| sharp—economical reproductions! Over 800 line, tone and pattern variations 
k... in 35 solid colors, matte or gloss finish. 
MO... 
eft De- PARA-TIPE! ‘cause it guarantees perfect head lettering every time— 
eigh J. faster, easier and more economically. Over 200 fonts available in matte or 
h staff gloss with BLU-ZIP adhesive only! 
cations COPY-ZIP! ‘cause it's tops for overlay art, lettering and tracing. Avail- 
at the able in matte finish. 
MPHIS: 

Bldg., ZIP-A-LINE! couse these tapes are real time savers on designs, 
oe for charts, maps and graphs. Sharp, clean lines and patterns available in 17 
92-1762 solid color tapes with widths from i,” to 4%” in 360 inch rolls. 
dent of BLU-ZIP! ‘cause it’s heat resistant up to 300 degrees! Again and again 
id pro- —sharp, clear reproductions from the same art. Available in same unlimited 
1eeting selection as Zip-A-Tone! 

David _ 
a 
| from 





oo PRODUCTS - FIRST CHOICE WITH PRO- ARA-TONE INCORPORATED 


FESSIONALS EVERYWHERE! 
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ard of | | 7 
med a 
first in | you can give 
called 

about a young artist 

TELEPHONE CI 5-6489-90 

Things. 
me si. OU can help promising young 
, Mark members of your art staff ad- 
Bi vance their development several 
' her’ years—make them more valuable 
— to you almost at once—simply by 
“ a suggesting they mail the coupon 
ed an below. In fact, more than one out 
riss art TULIO G. MARTIN STUDIO of five Famous Artists Schools 
tlvador 58 WEST 57TH STREET students were working artists be- 
ros, a fore they enrolled—many of them 
3 new NEW YORK 19. N. Y. recommended to us by leading 
sophy, art executives. Why not suggest, 
utiiaiite. today, to one of your talented 

With ™ hopefuls that he send for the 
i “ Riese Derie free information offered below? 
—_ -< Norman Rockwell FAMOUS ARTISTS scHools si 
iS 3 ‘ | Prove = wi Studio 912, Westport, Conn. | 
ir Lito r Send me, without obligation, 
asia oe — information about the A... you offer. | 
ing art transparency retouchin Fred Ludekens *. | 
~e Pp y mg | ad Peshar ME nnn meitis..... 
llustra- color correction Ben Stahl 

pascal poe | eeiintemee PI ici ccd alice ik sacs ciccsnathosmmasaoeumeroveiniies | 
Sattien | Austin Briggs a Se Wiireiscnesemnsisis | 

a | Dong Kingman 

And Albert Dorne En, Se a | 
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TIME and 


$$$$$ on SU 


MAKE YOUR OWN . Easily / 
with the 


Neh Thace -Kule 


DARKROOM CAMERA 


e STATS e PHOTOPRINTS 
e FILMS e ENLARGEMENTS 
1G jut A pennies a thol/ 


’ can make all. your top quality 
photographic product AS you want them 


AND ANYONE can do it on Anida tila 


FOR THE COMPLETE DARKROOM MODEL 
READY TO INSTALL IN YOUR STUDIO 


SAV 


and- WHEN you want them 


AND LOOK AT THIS $ 

COST... ONLY 735 
F.0.8. DETROIT 

Trace -Rile may be 


brochure and location of y 
Satisfied users all over the ci 


TRACE-RITE SALES CORPORATION 


DETROIT ARCH . TRINITY 2-6660 
205 Richmor reet West, Toronto 2B 


Write for FREE illustrated 


seen at your local dealer 
Hundreds of 


neare +? {orn ) trati n un tT 


ntinent! (List on request 


504 BASSO BLDG + 


In Canada: TRACE-RITE (CANADA) CO 











Ready fora CHANGE? 


TRY JUDSON 2-3245 FOR 
TYPOGRAPHIC QUALITY, 
SPEED, PEACE OF MIND 
& FINE INTERPRETATION 


MODERN AD SERVICE 


21 WEST 46 STREET, NEW YORK 36, N. Y. 
TYPOGRAPHY -+- FILM LETTERING 














124 


Write for literature 
The Stik-a-letter Co. Rt. 2 - Box 286, Escondido, Calif 





PERMO WHITE CO. 


Zine Water Colors 


aanenne 

LETTERING Permo White, Grays and Black 
Perfect for retouch 

TECHNIQUE BL -— & 


Send for circular 
15 E. 40th St., New York 16, N. Y. 




















will be a round for the spectators.” AD is 
Les Silvas, Warwick & Legler, art by Bernie 
Fuchs, copy, Dayton Ball . . . Jim York, for- 
mer member of Director's Art Institute and 
now repping fashion artist designer Gene 
Loyd and children’s fashion artist Doenges, 
was guest speaker at Philadelphia Museum 
School of Art. He discussed organization of 
portfolio, and representation for the young 
artist . . . Tomi Ungerer’s latest children's 
book is Adelaide, story of a winged kan- 
garoo. Published by Harper . . . National 
Committee to Liberalize the Tariff Laws for 
Art has been formed, is headquartered at 
21 W. 53 St., New York 19. R. Sturgis Inger- 
soll, Philadelphia Museum's president, is 
chairman. Citing inconsistencies in present 
laws, committee notes that abstract painting 
comes in free of duty, but abstract sculpture 
does not. Neither do collages or other works 
not using traditional materials. Lithos and 
new printmdking processes pay duty, but 
recent etchings, woodcuts and engravings 
don't . . . Martin Jaffe and Robert Fisher 
will be design directors and vps now that 
Robert Zeidman Assoc. has incorporated... 
All media and subjects are welcome at 
Stuyvesant Outdoor Art Festival May 15-29. 
Details from. festival director Paula Insel, 
451 West End Ave. .. . Milton Glaser and 
Jane Lander of Push Pin Studios were guest 
speakers for advance design class at School 
of Visual Arts. Glaser gave the artist's point 
of view, Miss Lander the rep’s . . . Harry 
Baum Assoc., 424 Madison Ave., is new 
agency preparing company-sponsored engi- 
neering handbooks. Will buy line, photogra- 
phy, layout . . . Registration for summer 
courses at Parsons is July 6, 9 to 4. Classes 
begin the next day. Session runs to Aug. 14. 
James Frangides is director . . . Cooper 
Union's fifth issue of CUAS is devoted to 
The Portfolio—has suggestions by Cooper 
grads now in key positions . . . N. Y. Type 
Directors Club’s latest sustaining members 
are Craftsmen Type, Dayton; Natl. Type- 
setting Corp., St. Louis; and Michael Brot- 
man Co., Boston . . . AIGA’s series of plant 
tours are $2 for members, $3 for non. For 


. reservations, details write or call AIGA, 5 E. 


40 St., MU 3-3568. David Saltman is tours 
chairman . . . PHILADELPHIA: New layout 
designer at Ayer is Wesley W. Shaw. who, 
though a recent Art Center School grad, 
spent some years with Gimbel Bros., Ted 
Berger Assoc. . . . ST. LOUIS: Washington 
University’s longtime faculty members hon- 
ored at Founders Day ceremonies included 
Gustav F. Goetsch, retired instructor of paint- 
ing and drawing... 


DEATHS Dcn Weiner, at age 39, in air 

plane crash. He had studied 
painting, taught himself photography, worked 
as commercial photographer and for the 
Air Force before turning independent photo- 
journalist in 1949. He collaborated with Alan 
Paton on South Africa in Transition, pub- 
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DYE TRANSFER 


TYPE C 
(EKTACOLOR PRINTS) 


Pints - 





olor Corp. 


When you must have the finest quality continuous 
tone color prints. 


When you must have the best in reproduction quality, 
commercial quality, or portrait quality. 


Ask to see our portfolio of prints that solved various color problems. 


We would be glad to discuss the advantages of each service to meet your 


specific need. 


FP 1.C. 5 west 46 STREET, NEW YORK 36, N.Y. | PL 7-4272 








Z. 
<a 80 is a 
magic 
number 
in the 
art world! 





Thousands upon thousands of artists and students use 
Bainbridge #80 Illustration Board regularly—they insist 
nothing else will do. They like its clean uniform “tooth” 
that takes pencil, watercolor, tempera, pastel, or chalk. 
They know that its quality is dependable—always the same, 
always the best. 

For magic results try Bainbridge #80! 
Since 1868... 


famous for 
high quality 








The line most in demand by 
top professionals and amateurs alike. 


e ILLUSTRATION BOARDS e DRAWING BOARDS e MOUNTING BOARDS 
e SHOW CARD BOARDS e MAT BOARDS 
At all art supply stores in most popular sizes 


CHARLES T. BAINBRIDGE’S SONS, 12 Cumberland St., Brooklyn 5, N. Y. 
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“Spec~ 


PLEASE ACCEPT a well designed 
type specimen book. Two hundred 
and sixty six pages of type styles 
bound in an attractive heavy 
leatherette loose-leaf binder. Type 
faces have been set in graduated 
point sizes to aid in planning type 
layouts and copy fitting with ease. 


MIDTOWN 
TYPESETTERS 
TYPOGRAPHERS 


For your Type Specimen Book, 
drop a note on your letterhead to: 
148 W. 23rd Street, New York 11 


typer 
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trade talk 


WE DON’T 
always recommend ourselves 


This policy may strike you as a strange statement but it’s sound. lished in 1956. Some of his last work ap- 


fe} , ob i th “ f . P peared in Fortune, March issue .. . Lisa 
ur primary job is to sell the services of our studio. These services Remade, 36, cher a lene Minces. A contract 
are among the best in the business. However, we have found that photographer for Life as well as free lance, 


her honors include Woman Photographer of 
B ‘ , : ie s the Year award (1953) by the Natl. Press 
cause of this, we would like you to consider us as “consultants. Photographers Asan. and the Encyclopedia 
When you have explained your problems, we will recommend the Britannica; the Matthew G. Brady award 
of the University of Missouri, the 1958 
over to a competitor. This policy has brought in and kept more ae dome ponder disigyion ge 
clients for us. The next time you have a problem, why not give us Overseas Press Club’s award for the best 
overseas camera reporting . . . Richard C. 
Browne, 51, general sales manager since 
1956 of the Todd Co., a Burroughs Corp. 
@ PHOTOGRAPHY subsidiary, Rochester, N. Y. He had been art 
director in 1930, general service manager in 
@ FLEXICHROME 1945, sales promotion manager in 1948 ... Lee 
Roy F. James, MGM Studios artist until his re- 
tirement in 1947, in Los Angeles. He was 80. 
e EKTACHROME Before joining MGM in 1935, he had been a 
leading New York magazine illustrator. 
e EKTACOLOR Earlier he had worked for 20 years as illus- 
(Prints and retouching) trator on Chicago Daily News, taught at 
@ DYE TRANSFER Chicago Art Institute . . . Alexander Joseph 

Rummler, 63, at his home in Stamford, Ct. 


(Prints and retouching) 

Magazine illustrator, a painter of fine minia- 

W HO t tures on ivory, he also did the murals in the 
14 EAST 39th ST. YORK 16, N.Y. © MU 5-1864-5 | Norwalk High School auditorium. He had 

studied with Jean Paul Laurens in Paris, 
held honorary membership in Salmagundi 
Club. He had been city treasurer and a 
member of the board of education of Nor- 
walk .. . Ludolf Liberts, 63, at his home in 
Jamaica, N. Y. A displaced Latvian, he came 


to this country in 1949, taught painting at 
City College. In his native land, he had been 
a a professor at the Riga Academy of fine 


arts, was noted for his stage sets for more 
than 80 operas and ballets. He painted the 
impressionistic study of Riga, which is seen 
hanging behind President Eisenhower on 


you get the best job when our relationship is based on confidence. 


best solution even though it might occasionally mean turning work 


a call. Whatever the outcome, we'd like to get to know you. 











a CTT amen 



























































% White House telecasts .. . 
e 
%, PHOTOGRAPHY/ New York state fo |” 
4 Supreme Court's a: 
% TV/FILMS decision in the a 
Shor-Billingsley libel case set new legal . 
precedent—now defamatory statements made 3 
on tv are governed by the laws of libel. not 
lh slander, therefore there is no longer need to 
prove or even allege specific damage to the : 
bridgewater, injured party. Toots Shor won “around : 
spsemensanans $50,000" . . . Y&R named Wickliffe W. Crider 
vp, radio/tv. He was director of program 
IJ operations in the agency's Hollywood office 
advertising art illustration YOU CAN Free illustrated brochuretelis | before transferring to New York in 1958 as 
PU BLISH me 2 —— supervisor . . . New tv commercial produc- 
Cc oo Pp er 3.000 authors under ar O%. tion supervisor at Foote, Cone & Belding is : 
6300 non bad YOUR oo a ey Hoyt Allen . . . At National Studios, Lee 
curvetane a, ome | BOOK samree ities = | Drmer tor ben nomed win cha 
vend for catalog welcomed. Write Dept.AD-s | Ses - - - Seminar in color photography and 
Ne. 22 EXPOSITION PRESS / 386 4th Ave., N:Y.16 business management will be held at the 
Art Di 
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EXCUSE OUR DUST... Because speed spells success in providing agencies, networks and TV stations with 
all their TV needs, NATIONAL works like lightning to give SAME-DAY SERVICE to all its clients. Are you among 
them? Slides (color & b/w), hot press, flip cards, telops, crawls, ID files, rp’s, enlargements. — write for Free brochure 


42 WEST 48 STREET » NEW YORK 36 © JU 2-1926 NATIONAL STUDIOS 
x ) 





*LEN SIEGLER photography 


28 west 39th street, 
new york 18, n. y. 
longacre 3-0418 






Only $42 


Gone forever are untidy, ragged 
mat edges when you use this new 
Dexter Mat Cutter. Even hard-to- 
cut bevel edges are easy and 
effortless . . . and come out accu- 
rate and professional looking 
every time! Perfect for scoring 
cardboard or illustration board 
to get the proper bend in a curve 
or an angle. 

Save time, effort and money. 
Order your new precision made, 
cutlery steel bladed mat cutter 
from your dealer today. Attrac- 
tively packaged, five free blades. 


Oo 


RUSSELL HARRINGTON CORLERY COMPANY, SOUTHBRIDGE, MASS. 
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HARD-TO-FIND FACES ON ACETATE... 





SET AND PROOFED AROUND THE CLOCK! 


Black, white or color acetates. Clear 
or wax-backed. Pulled from all of the 
standard type faces, and from many 
type faces that are not easily found. 
Delivered fast! 

This is part of Progressive’s com- 
plete composition service. We offer 
one of the largest selections of type 
available anywhere. We’re setting 
these faces 24 hours a day . . . and 


constantly meeting wanted dates 
from coast to coast as well as over- 
seas for acetates, repro proofs and 
negative and positive prints. 

Phone your nearest Progressive 
office to make a pick-up of your copy, 
layout and instructions . . . or send 
the material to Philadelphia . . . or 
write for more information about 
Progress-Hanson-Progressive. 


99s, PROGRESSIVE COMPOSITION COMPANY 





Fa: Sth & Sansom Streets, Phila. 7, Pa. WaAlinut 2-2711 
v | ! ! | | ! ‘ 
NEW YORK | NEWARK | WILMINGTON | LANCASTER | BALTIMORE | WASHINGTON | RICHMOND 
MU 2-1723 | MA 3-5334 | OL 5-6047 | EX 4-1675 | SA 7-5302 | EX 3-7444 | MI 7-2771 
| | | | | 








onsort 


the 
ORIGINAL 
CLARENDON 


from 
England 


STYLES: 
CONSORT 


6 to 36 pt. 


CONSORT LIGHT 


6 to 30 pt. 


CONSORT CONDENSED 


12 to 36 pt. 


CONSORT BOLD CONDENSED 


6 to 30 pt. 


CONSORT BOLD 


10 to 36 pt. 


CONSORT ITALIC 


6 to 36 pt. 
Send for free complete showings 
Exclusive U.S. Agent 


American Wood Type Mfg. Co. 


Dept. AD 42-25 Ninth St. L.I.C. 1, N. Y. 


now 








on request. 





_ A.1. FRIEDMAN INC. 


QUALITY ART MATERIALS 


26 West 45 St., NewYork 36/CI 5-660 











ANYTHING 


The post office will deliver 
we will mail 
MAGAZINES, CATALOGUES 
BOOKS, BROCHURES 
DIRECT MAIL CAMPAIGNS 


MAILERS, INC. 
406 West 31st Street 
N.Y.C. + BRyant 9-2775 





trade talk 


Kellogg Center for Continuing Education, 
Michigan State U., East Lansing. Dates are 
May 17-18. Sponsored by the Photographers 
Assn. of Michigan, and the PPA in coopera- 
tion with M.S.U., the seminar will include 
lectures, workshops in photography, process- 
ing and color prints. Speakers are Fred 
Quellmalz, exec mgr., PPA: Alex Lilburn and 
Rex Anderson of Eastman Kodak; James 
Israel: Walter Farynk of General Motors; 
Arthur Gutenberg, PPA business consultant; 
Kenneth Atkins, advertising dept., M.S.U.... 
CBS-TV‘s Easter broadcast, in‘ cooperation 
with the Natl. Council of Catholic Men, fea- 
tured French artist Andre Girard’s The Pas- 
sion and Resurrection—painting directly on 
film. Girard’s other work has been seen 
over the past 2 years during special presen- 
tations of CBS-TV’s Lamp Unto My Feet and 
Look Up and Live programs. . . PPA’s 68th 
Annual Exposition and Natl. Industrial Photo- 
graphic Conference to be at Statler Hilton, 
LA, July 25-31, and at Princess Kaiulani 
hotel, Honolulu, July 3l-Aug. 7 . . . George 
Washington Honor Medal for 1958 was pre- 
sented by Freedoms Foundation at Valley 
Forge to Any Given Minute, 1l-min. docu- 
mentary film produced by Transfilm for 
Greater New York Fund campaign... A 
special reel of Jerry Schnitzer’s productions, 
including prizewinning Chevrolet “Going to 
the Dance”, available for private screening 
from Robert Lawrence Production. Schnitzer 
is exec producer/director of RLP ... Fordham 
Friday, May 15 presents Dovzhenko’s “Earth”, 
filmed in 1930, and Franju’s “Blood of the 
Beasts”. This is last program in Fordham’s 
Abbey Film Society festival series.. Shown 
at uptown campus, 8 p.m., admission 75¢. 
Filmmaker/author Charles Colby introduced 
the series . . . Sid Siegel's been named 
musical director for Fred A. Niles Produc- 
tions . . . The John Cameron Swayze movie 
for Western Auto Stores was produced at 
Cal Dunn Studios .. . Haycox Photoramic of 
Norfolk, Va., won Americana Gold Medal 
from Freedoms Foundation, for HP’s non- 
commercial color movie of Virginia in 
Colonial and Revolutionary days. Produced 
for American Oil Co. Written by James E. 
Mays, newspaper columnist for Norfolk Vir- 
ginian-Pilot . . . Image is name of new photo 
gallery, at 100 E. 10th St. Directed by 
Lawrence Siegel. Opening exhibit was work 
of Lou Bernstine and Fred Plaut . . . Lime- 
light Photo Gallery, 91 Seventh Ave., pre- 
sented its only nonpro one-man show — 
industrial designer Harry Lapow. Lapow’s 
work was included in Steichen’s Family of 
Man show held at the Modern...Culver 
Service supplied 266 photographs to the con- 
tinuing Roaring ‘20s exhibition at Museum of 
the City of New York... 
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takes the “WORK” 
out of ARTWORK 


the (Jratikon art projector 


projects ANY type of copy 


DIRECTLY onto ANY SURFACE 
with amazing CLARITY and SPEED 


Totally dark work 












Priced MUCH 
lower than any 
Projector in 7 
its field 


ENLARGE 
REDUCE 














with most efficient | 
of all projectors. 


No Extras! 


See your DEALER 
or write to 


GRAFIKON CO. | 


1055 N. Crescent Heights Blvd. 
Los Angeles, Calif. 


















booknotes 


CALLIGRAPHY. Johann Georg Schwandner. 


Dover. Clothbound, $10. 


First reprinting of the classic which 
appeared in Vienna, 1756. Complete, 
with thousands of single line specimens 
of the original edition. Contains more 
than 300 ornamental initials forming 12 
alphabets, more than 150 ornate frames 
and panels, 75 calligraphic drawings. 
Can be copied or used without permis- 
sion or payment. 158 full page plates. 
Schwandner’s own Latin introduction 
to his work is reprinted, and there is 
also an English translation. This edition 
was designed by Geoffrey K. Mawby and 
J. Lloyd Dixon. 


THE COLLECTED WRITINGS OF ALVIN LUSTIG. 
Introduction by Philip Johnson. Edited and 
published by Holland R. Melson, Jr. $3.50. 


For the first time, the essays and lectures 
on design by the late Alvin Lustig are 
brought together and presented with 
several previously unpublished works. 
Limited edition designed by Holland 
Melson, in the department of graphic 
design, Yale. Set in Monotype Walbaum 
and printed on Mohawk Superfine Text. 
Cover photograph by Maya Deren. 


Chronology, bibliography of articles 
about and by him. From Philip John- 
son’s tribute: “I don’t know of anybody 
on the contemporary scene who unites 
in one person all these facets. It was 
part architecture, part industrial design, 
part typography, part advertising—and 
all of it art . . . Though already his in- 
fluence is felt (in the creation of sym- 
bols) there is no one who has yet, in 
public, changed our surroundings as 
Alvin Lustig would have done had he 
lived.” 


ROUAULT. Prof. Lionello Venturi. Skira. $5.75. 


A combined biography, artistic com- 
mentary, plus personal reminiscences by 
Professor Venturi, in Skira’s newest 
monograph in the Taste of Our Time 
series. 58 full color reproductions. 


GRAPHIC GRAFLEX PHOTOGRAPHY. Willard D. 
Morgan, Morgan & Morgan, Inc. $6.95. 


llth edition. Up-to-date facts, figures 
and illustrations by 16 photographic 
authorities. Also, 33 color and b/w salon 
photographs to illustrate techniques un- 
der variety of circumstances. 
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booknotes 


ART IN AMERICA, Vol. 46, No. 4, Vision, Inc. 
$2.59. 


With problems of portraiture as theme, 
this issue of the quarterly presents Ed- 
ward Steichen on photography, Dorothy 
Gees Sackler (formerly associate editor 
of Art News) on painting, and Art in 
America’s managing editor Anthony 
Bower on sculpture. A study of the art 
of portraiture, its history and what the 
future may hold, is discussed by James 
Thomas Flexner, author of many books 
on American painting. 

HORIZON. March 1959. American Horizon. 
$3.95. 


This issue includes: Fifteen illustrations 
of the art of Miro, plus a study of the 
man, his art, his influences, by Pierre 
Schneider, Paris correspondent for Art 
News. Portfolio of Ruth Orkin’s photo- 
graphs of New York. Design and fashion 
cycles—in clothes, architecture, indus- 
try — by Dwight E. Robinson, teacher at 
University of Washington; illustrated by 
Douglas Gorsline. Study and _ photo- 
graphs of the work of “The World’s 
Most Daring Builder” Pier Luigi 
Nervi, and architects he has influenced, 
by Alian Temko, instructor at the 
University of California. A portfolio of 
rare historical illustrations based on the 
exploits of Alexander the Great, by 
C. A. Robinson, Jr., professor of classics 
at Brown University. 


ADIO, Tenth Annual of Advertising and Edi- 
torial Art, The Art Directors Club of Toronto, 
1958. Universe Books. $7.50. 


Current trends in Canada and a refer- 
ence work of Canadian commercial art 
and artists. All 253 pieces of the exhibit 
are shown large enough to communicate 
their original impact. Said Jack Daw- 
kins, in his president’s message intro- 
ducing the 105 pages of illustrations: 
“...A great deal more maturity than 
our First... Standards in every way are 
higher, the work is more disciplined 
and professional, the techniques are 
more varied and applied with greater 
skill.” 


DRAWING WOMEN’S FASHIONS. Romilda Dilley. 
Watson-Guptill. $9.75. 


The entire field and its techniques, dis- 
cussed and illustrated by fashion illus- 
trator Dilley. Helpful sections on 
anatomy, fabrics, and mechanics of art 
reproduction make this more useful to 
the beginner. 
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aspirin eaters; 


Why suffer headaches over 
less-than-perfect color work? 


Instead, go right toK&L 

with your requirements for Dye 
Transfers & Ektacolor (“‘C’’) 

prints for reproduction, comps, 
displays, color processing, 
flexichromes, transparencies, slides 
and filmstrips. Be sure of finest, 
exact color reproduction delivered 
on time. 

For instant relief of headaches 

due to color problems consult 

K & L’s top technicians — Sam Lang 
and Len Zoref. Call or write for 

K & L’s free Color Data Handbook and 
complete Price List. 





















Lee URSHAN 


color service, inc. 


AND ANG Dept. AS., 10 East 46th Street, N. Y. 17, 
N.Y. MUrray Hill 7-2595 








MACHINE AND HAND COMPOSITION 


*Typography pds FILMLETTERING 


360 Hand Lettered Styles 










“Statmaster” Stats 


Enlargements 
Reduct.ions 
in Line or Halftone 
Negative or Positive 


d. CE"Perissd = 
(  ar'ti-san (ar'ti-zan), n. One trained 
in some mechanic art or trade; a | 
» | handicraftsman; a mechanic. 
7 | art’ist (ar’tist), m. One specially |# 
| skilled in the practice of a manual 
| art or occupation. 7 









*Type by N LU -TYPE 


480 Canal Street, New York 13 
WAlker 5-5076-5077 
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GRAEF 7 


A. LANGNICKEL, : INC. 


115 W. 31st St., New York 1, N.Y 


nonaluasive 


MIRACLE ERASER 
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conceived for 
award-winning 
design. There's a sud- 


den drama about Torino: the vigor 
of original Bodoni, the delicacy of 
Didot, condensed and lengthened 
for grace and impact. 8 to 48 point, 
Roman and Italic. Send for beau- 
tiful specimen sheets, printed at 
the Nebiolo Typefoundry, Turin, 
Italy. 

AMSTERDAM CONTINENTAL TYPES 


& GRAPHIC EQUIPMENT INC. 


268-276 Fourth Ave., New York 10, N. Y. 
SPring 7-4980 
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booknotes 


PRACTICAL HANDBOOK ON DISPLAY TYPE- 
FACES. No. 6. Kenneth B. Butler and George C. 
Likeness. Butler Typo-Design Research Center, 
Mendota, Ill. $7.50, library edition; $5, utility 
edition. 


About 1500 specimens are in 176 814x11 
pages. Faces not only are described and 
availability noted, but are accompanied 
by often amusing and pointed comment 
whether authors approve of the face or 
not. Many faces have not appeared in 
any other collection. Authors discuss the 
type picture today, cold composition, 
factors in type selection; show “mood” 
typefaces. Also, listing and addresses of 
type founders, cold composition sources, 
printing and typesetting firms. 


ANNUAL OF ADVERTISING ART IN JAPAN. 
Best Examples of the Year 1958, collected by 
Advertising Art Directors Club of Tokyo. 


24 colored plates, 170 phototype plates. 
Text, 46 pages. Ads, 92 plates. Published 
at $15 by Bijutsu Shuppan-Sha, 15 Ichi- 
gaya-Honmuracho, Shinjuku-ku, Tokyo. 
A fascinating look at the overwhelming 
—both as to number and design—work 
being done in Japan today. 
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® 
The choice of professionals 





¢ No offensive odor or fumes . . . dries fast 
© No dribbling or spattering 

e Fixes pencil, charcoal, pastel, crayon, chalk 
© Smudgeproof, wrinkleproof 

© No color distortion 

© Perfect for rework; easy to erase through 
Get Krylon Workable Fixatif (No. 
1306) and Krylon Permanent Crystal- 
Clear (No. 1303) at your art material 
store today. 





NEW! KRYLON 
GLOWING SPRAY PAINTS 


6 brilliant fluorescent colors; green, lemon 
yellow, cerise, sunset gold, yellow orange, red 
orange. Ideal for display uses—posters, banners, 
exhibits, stencils, streamers, show booths. Use 
on wood, paper, glass, styrofoam. 











IF YOU PRIZE IT...KRYLON-IZE IT! 
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WA 5-3364 


York Typesetting Co., 480 Canal St., N.Y. C. 
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COLOR LABORATORY 


DYE TRANSFER PRINTS 
ORecon 9-7360 


10 EAST 39th STREET, NEW YORK 16, N. Y. 





Since 1068 


For Artists’ Needs 
PHONE 


E. H. & A. C. FRIEDRICHS CO. 
Artists Materials Since 1868 

40 EAST 43rd STREET 

Murray Hill 2-2820 


140 WEST 57th STREET 
Circle 7-6608 


363 LEXINGTON AVE. 
Lexington 2-0300 


hee Taws, Inc. 
1527 Walnut Street 


Rittenhouse 6-8742 


In 
Philadelphia 

















SAVE TIME... SAVE MONEY 


~ 


for ART © PRINTING * PHOTO 
LITHO * SILK SCREEN * ENGi- 
NEERING 
Send for Catalog B 
LACEY-LUCI PRODUCTS CO. 
31 Central Ave. * Newark 2, WN. J. 
DEALERS: Choice Territories Open 






| $485 and up. 





index 

Flexo-Lettering of New Yorke ..0..0.......cccccccccssseeee 30 
Franklin Typographers ...... me winless 17 
Friedman Artists Supplies, 7% z vesihieniinisle 
Friedrichs Co., E. H. & A. C. a 
Gemezxco, Ine. ................-. 3 eabitieanininaiaaiaail 181 
General Pencil Company .. scatiaisianiads. Ta 
Glaubach, Stanley ............ iieedieatieicialc ae 


Grafikon Company , 
Griffin Manufacturing Company 
Grumbacher, Inc., M. 

Haber Typographere, ‘Ine. 
Haberule Co., The ....... 








Harrington Cutlery Co., “Russell . sienipiieeessaa 
ea 
Henschel & Co., Inc., John ‘ntatieeniddtiadii 25 
Higgins Ink Co. ........ icaseaioneaie 
Hudson Photographic Industries, Ine. anime 122 


Hunt Pen Company, C. Howard . : 
Interstate Photographers, a Division of Inter- 
state Industrial Reporting Service, Inc. ........6,7 
Intertype Company, a Division of Harris- 
Intertype Corporation 
Johnstone & Cushing ...... 
Junker, Bruno ............... 
Kane Agency, Allan ... 
Krylon, Ime. «0.0.2.0... 
Kurshan & Lang ..................... 
Lacy-Luci Products Co. 
LaDriere Studios ........... sisiossie 
Langnickel, Inc., A. «00.0... 
Lanston Monotype Co. , , 
Lexi-Craft Typographers CO. ...........c.ccccecccceeeeeees 12 
Lucygraf Mfg. Co. pakaqnnathieceiandl re 
SD MING ‘cnctcenirctiiitiginsnssinnsesesbictesndiidtinnanniertinnn 
Marks Color Labs, Ralph 
Marshall Mfg. Co., John G. 
Martin Studio, Tulio G. . 
Mayshark & Keyes, Inc. ..... 
Medina, Mildred ........... 
Messmer, Walter ........... 
Midtown Typesetters . 
Miller Advertising Production, Wm. 
Minnotte Studios iiondilea 
Modern Ad Service 
Monogram Art Studio Inc. 
Monsen Typographers 
Morilla Company, The ..... 
McNamara Brothers 
National Studios 
Near-North Guild ....... 
Neely Associates ........ 
New York State Employment Service anne 
Nu-Type Service ........... ’ . a 
Palm & Associates, Felix aie i ial 
Para-Tone, Ine. .............. desiinchaiaiinmseameainaapital 
Permo White Company .. ne Seay 
Peterson Color Labs .. scisiistavagisecadiiceaianaa 
Philadelphia Art Supply .. snseiieiittiatesaialan 
Photolettering, Inc. ...... i aca 
Picture File, The ..... ; 
Prints In Color . balan 
Progress-Harson- Progressive Group Sisuthiiniiititi 
Rathe Associates, Fred mene 
Royal Typographers 
Saral Paper Company . 
School of Visual Arts binseieiitnaniae = 
Service Typographers, Inc. iceeaetaieataeaiane 
Shiva Artist’s Colors .. = 
Siegler Studios, Len ..... 
Skilset Typographers 
Smolen Associates, Ben 














Stephens-Biondi-DeCicco ..................... —— 
Stik-A-Letter Co., The einianichabpameiasncele 
Studio Roman . piibepeainiiiaeneill 34 

eoenesnancenits 13 


Sudler, Hennessey & ‘Lubalin 
Sutter, Robert ’ 
Talens & Son, Ine. ....... 
Techni-Craft Printing Corp. 
Tech Photo Labs .............. 
Trace-Rite Saies Corporation 
Weber & Company, F. 

Weco Studios ... ai 
Westcott & Thomson, Ine. 
Wildner, George .................. 
Willens & Co., George 
Winsor & Newton, Inc. 
ESSERE ; 
ee , 
York Typesetters ................... 








Art Direction / The Magazine of Creative Advertising / May 1959 








PRODUCTS FOR YOUR 
TV AND ART DEPT. 


“STORYBOARD” PAD Story Boord Pod 


The pod that has big 5 x 7 
video panels that enable 
you to make man-sized TV 
visuals. Perforated video 
and audio segments on gray | — 
background. 


No. 72C—Pad Size 14x 17” 2.50 
(50 Sheets—4 Segments on Sheet) 











Tomkins TELEPAD 


Most popwlar TV visual pad 
with 2x4" video and 
audio panels on gray back- 
ground. Each panel perfo- 
roted 





No. 72A—19 x 24” 
(50 Sheets—12 panels on Sheet) 

No. 72B—Pocket Size 8 x 18” 2.00 
(75 Sheets—4 panels on Sheet) 


FREE SAMPLES 
FOR THE ASKING! 









Write on your letter- 
head for 200-page cata- 
log of art supplies. ‘‘An 
Encyclopedia of Artists; 
Materials'’ 








ARTHUR BROWN & BRO. 


2 West 46th St., New York 36 


















TOOLS for the GRAPHIC ARTS 


189 LYNDHURST ST. ROCHESTER 5, NEW YORK 











bookshelf 


The bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


tte eee eee eee eee eee eee seeaa 


NEW BOOK 


189. International Poster Annual 1958/59. 

Edited by Arthur Niggli. 502 selections 
from the world's best, including 54 American 
designs by 20 artists. Paul Rand, Saul Bass 
and Erik Nitsche lead the American group in 
number of pieces chosen. Ladislav Sutnar, 
Lilli Tschumi and Georg Olden follow closely. 
Editor Niggli draws special attention to the 
Polish theatre and cinema posters — ‘‘among 
the best that have been created in this field 
for a long time.’ $12. 


ANNUALS 


176. Penrose Annual 1958. Edited by Allan 

Delafons. Designed by Arthur Spence. 
Highest quality material on the graphic arts in 
Evrope and the United States, a review of the 
best in all fields, excellently designed and repro- 
duced. Thoughtful articles by authorities in all 
the fields of graphic arts, both of general and 
technical nature. 138 pages plus 25 sections of 
illustrations. $11.50. 


182. 37th Art Directors Annual, 1958. Edited by 
Paul Lawler, designed by Herb Lubalin 
and George Lois. This book illustrates the 467 
pieces hung in the 1958 New York Art Directors 
show, contains articles on: The creativity confer- 
ence, by Paul Smith. The exhibit, by Victor Tra- 
soff. Design of promotion for the conference and 
the show, by Herb Lubalin. The NSAD, by Robert 
West. The New York club, by Bert Littmann. Cross 
indexes are also helpful. $12.50. (Also available, 
the 36th Annual, order number 165, at $12.50. 
The 35th Annual, order number 146, at $12.50.) 


186. International Photography Year Book 

1959. Edited by Norman Hall & Basil Burton. 
Includes a short photo essay on the Seine, by 
Henri Cartier-Bresson; nine ‘‘starred'’ photog- 
raphers—short biographies and several examples 
by each; work by 157 photographers. A section of 
technical data and notes. $6.95. 


188. Pictures That Talk ... U. S. Camera 1959. 

Edited by Tom Maloney. 24 ful! color pages 
in the 300 pages which include portfolios by 
Weston, Yila, Bryson, Szasz, Gill, McLaughlin, 
Basch and Horst. Also, a New York documentary, 
with work by 70 photographers. Special features: 
American Daguerrotypes, Photography in Adver- 
tising Art, Second Festival of Film Artists, The 
Space Age. $8.95. 


ART 


155. Art Directing. Nathaniel Pousette-Dart, 
editor-in-chief. A project of the Art Directors 
Club of New York, the volume contains 13 sections 


134 


on various phases of art directing, each section 
comprising several short articles by authorities 
on specific subjects. Each section was designed 
by a different AD. Agency and company execu- 
tives, copywriters, as well as art directors are 
included in the 70 contributors. Over 400 pictures 
are included in the book's 240 pages. Of aid: a 
glossary of AD and advertising terms, a bibliogra- 
phy and an index. $15. 


164. Rendering Techniques for Commercial Art 

and Advertising. Charles R. Kinghan. 
Author, in the field over 37 years and now with 
BBDO, New York, includes demonstrations, visual 
helps, professional samples, information on ren- 
dering in all media, comprehensives shown in all 
the stages of development. $13.50. 


PHOTOGRAPHY 


183. Photography and the Law. George Cher- 

noff and Hershe! C. Sarbin. Legal aspects 
of just about all the facets of photography ex- 
plained simply, with numerous references to court 
decisions and their applications. Subjects include 
liability, copyrights, photographers status, libel, 
invasion of privacy, the nude in photography, 
licensing statutes. The authors are attorneys who 
represent photographers and photographic or- 
ganizations. $1.95. 


PRODUCTION 


138. Type Identification Chart. A complete type 

chart, printed on a series of circular mov- 
able graphs. This chart also helps the user to 
acquire a better knowledge of actual character- 
istics of groups of type faces and of their essen- 
tial differences. $1. 


178. Production in Advertising and the Graphic 

Arts. David Hymes. Concise text on the sub- 
ject, including all the areas involved from adver- 
tising art to paper, printing methods, inks, and 
lists of terms and definitions, copyfitting tables, 
samples of paper (printed), sections of typefaces 
from Linotype, Intertype, Ludlow. $8.75. 





ART DIRECTION 
19 W. 44th Street, New York 36, N. Y. 


Name 


184. Streamlined Copy-Fitting. Arthur B. Lee. 

Plastic-bound, printed in two colors, this 
enlarged edition (68 pages) has direct visual con- 
trol of copy casting—all scales needed for copy 
fitting in precision die-cut Vinylite type casting 
gauge. Complete double index shows lower case 
faces in one 28-page section, caps and small caps 
in another 28-page section. $5.95. 


187. Color by Overprinting. Donald E. Cooke. 

Now available, an economy edition of the 
original $25 volume. More than 10,000 exact color 
samples and combinations, providing visualiza- 
tions of various basic combinations of 11 key 
transparent inks. Also, 44 pages of pictorial 
application of the medium, by leading artists. 
250 pages, $15. 


TELEVISION 


173. Television Production, the TV Handbook 

and Dictionary. Harry Wayne McMahan. 
Working tool explaining 16 basic operations in 
tv, and language of the field. More than 2000 
terms defined. Chapters included on live ty, 
film, lighting, camera, art, titles and scenery, 
animation, film and processing, optical effects 
and special effects, etc. $7.50. 


GENERAL 


174. Photomechanics and Printing. J. S. Mertle 

and Gordon L. Monsen. Definitive work on 
the printing processes by two of the country's 
greatest authorities in plate-making and printing. 
Fully illustrated 400-plus pages. Up to the minute 
data on original copy for reproduction, photo- 
graphic materials and equipment, color reproduc- 
tion, all processes. Fully indexed. $15. 


175. Color...How to See and Use It. Fred 

Bond. Spiral bound, hard cover technical 
study in simple language of the principles of color 
relationships and associations. Basic procedures 
in solving color problems, for photographers, 
artists, industrial designers, teachers and stu- 
dents. Author has been a photographer, color 
consultant, author and lecturer on the subject 
for more than 30 years. Includes.19 pages of color 
plates, 53 b/w, envelope of hue selector masks. 
$8.75, plastic bound $9.75 in case. 


179. Motivation Research. Harry Henry. Practices 

and uses of MR for advertising, marketing 
by a man called on international authority on the 
subject. The author is director of research at 
McCann-Erickson Advertising Ltd., London, and 
chairman of McCann's European Research Com- 
mittee. $5. 





Amt. Encl. $. 





Please send me, postpaid, the books corresponding to numbers circled below. 


138 146 155 164 165 173 174 175 176 178 179 
182 183 184 186 187 188 189 
5/59 All orders shipped postpaid. No C.O.D.'s. Add 3% sales tax with orders for 


New York City delivery. Payment must be made with order. Add 5% per title 
for delivery outside USA, except APOs. 








Addr 





Zone State 





City 





If you want a book not listed, send your order and we will try to get it for you. 
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DYE TRANSFER 
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SERVICE 
DEPENDABILITY 
UNLIMITED PRINT SIZE 


SAVE TIME WITH 
THE RIGHT PRINT 


TECH PHOTO LABS. 


14 EAST 39th ST.. N.Y.C. » MU 3-5052 















New 1959 Edition 


it type 


Tens of thousands of artists, 
ad men, printers, editors and 
students have discovered the 
Haberule Visual Copy-Caster 
to be the simplest, fastest, most 
accurate copy-fitting tool ever 
devised. At art supply stores 
or order direct . . . only -10.00 


HABERULE 


BOX AD-245 + WILTON + CONN. 











WALT MESSMER 





ib irving berlin 


ARTISTS & DRAWING MATERIALS 


New York 19, N Y 


719 Eighth Avenue * 


CirWmc.re 6-6350 


what’s new 


(continued from page 42) 
CRAYON/INK/PENCIL ERASER: Roll-Off 
Magic Eraser is mildly abrasive for eras- 
ing crayon, ink or pencil on coated sur- 
face board. Available in double size #22, 
$2.40 doz. from exclusive US agents, 
A. Langnickel, Inc., 115 W. $1 St., 
NYC l. 


COLOR FILM TAB CARDS: Filmcard Vue-dex 
visual sales system enables showing of 
100 or more layouts in wallet-size pack- 
age. Color transparencies in microfilm 
apertures, plus a collapsible viewer do 
this. Developed by Taylor-Merchant 
Corp., NYC, in cooperation with Film- 
sort Co., Pearl River, N. Y. 


ELECTROS: Precision Electrotypes Pay is 
title of picture book from Knickerbocker 
Electrotype Co., 424 W. 33 St., NYC 1, 
which explains, illustrates all steps in 
electrotyping. 


PACKAGE TAPE BROCHURE: Reference bro- 
chure with samples of Zip-Tape in com- 
plete range of colors and gauges, avail- 
able from Dobeckmun Co., 3301 Monroe 
Ave., Cleveland 1. Includes foldout 
guide for size, type and lineal inches 
per pound for each of standard Zip- 
Tapes. 


FAST DEVELOPMENT SILVER PHOTOGRAPHY: 
Quick Silver is new office photocopy 
process, a fast-development chemical- 
stabilized silver photography. Original 
is exposed in contact with single sensi- 
tized sheet, result—right-reading neg stat 
from single pass through machine. The 
photo sensitized material has a silver 
halide emulsion, can be used under nor- 
mal office light. Exposure process can 
be either reflex or see-through. Peerless 
Photo Products, Inc., Shoreham, L. L., 
N. Y. 


PHOTOGRAPHIC PAPERS’ Properties and 
application of Amsco papers are ex- 
plained, illustrated in 76 page booklet. 
Ansco dealers. 25¢. 


SCALEOGRAPH: A two-color folder has de- 
tailed instructive information about the 
Brandt Scaleograph, a precision instru- 
ment which crops and scales photos and 
artwork automatically in seconds. Free 
from the Brandt Corp., P. O. Box 465 
New Orleans, La. 


4-COLOR BULLETIN FORMS: 22 formats of 
4-color bulletin forms are offered by 
Idea Art, 307 Fifth Ave., New York 16. 
More formats will be added later, each 
preprinted in light-touch art and a copy 
theme. Quantities as small as 200 sheets 
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may be ordered. Catalog available free. 
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Kodak TYPE C color 
printing at its best! 
® Backed by experience 
gained in 20 years of 
custom color printing 
FOR: ‘ ) oe 
« Quantities 


FROM: ° ColorNegatives 


¢ Color Transparencies 
« Color Artwork 


Ralph: Manks Color lets 


EL 5-6740 


















344 East 49 
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type “*C”’ ektacolor print 
dye transfer 
black & white 
& flexichrome 


retouching 


involving the use of bleaches, 
dyes, electronics’, chemistry 
and abrasives for the sole purpose 
of insuring the most faithful 
reproduction of your photography 
is truly an art as produced by 
ARCHER AMES ASSOCIATES 
16 East 52 Street, New York 22, MU 8-3240 


“demonstration on request 


contact: ARCHER AMES/LEON APPEL 





fel -)e)-1| mr mm ol =) ol -11 


one] Sel. SY: iel 7. age). ii 3) 


from artwork 
or from transparencies — 
dye transter prints 
any size up to 40” x 60” 





new!!! 
for busy layout men, 
2-headed designers 
(matte or glossy) 


color photostats 
(6-hour service available) 


in any layout size 


WaAtkins 4-8573 e 


108 W. 24th St., New Vork 11 


} 58 W. 47 St., N. Y. C. 36 





Color-aid 


BACKGROUND PAPERS 


THE Original, 


COORDINATED COLOR SYSTEM 


Color-aid papers are available 
in 202 coordinated colors. 24 
basic hues, 4 tints and 3 shades 
of each hue, 8 grays, black and 
white. Sheet size 18” x 24”. At 
leading dealers. 


Color-aid Co. 329£.295:.N.Y.16 
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ready reference 


to have your firm listed call YUkon 6-4930 


ART MATERIALS 


Lewis Artists Materials Inc. 
Sole distributor of Mercury Products 


158 W. 44 St., N. Y. 36 JU 6-1090 


COLORSTATS 


Ralph Marks Color Lobs 
Low cost, full color reproductions from color 
transparencies and opaque copy. 


344 E. 49 St., N. Y. C. 17 EL 5-6740 


HISTORICAL PRINTS 


The Bettmann Archive 

Old time prints and photos, any subject. Events, 
Industries, Fashion, Decors. Ask for folder 6A. 
215 E. 57th St., N. Y. 22 PL 8-0362 


ILLUSTRATION 
Steven Vegh, Jr. 


J Aeronautical & Marine (Figures Included) 


1262 Brook Ave., New York 56 LUdlow 8-1740 


MECHANICALS 


Murray Levy 
Fast, clean, accurate. Multi-color separations. 


299 Madison Avenue, NYC 17.) MUrrayhill 2-4979 


PHOTO EMPLOYMENT SERVICE 


Prestige Personnel Agency 

Experienced and trainees—all phases 

Careful screening—no charge to employer 

130 W. 42 St., New York 36 BR 9-7725 


PHOTO SERVICES—COLOR 


Robert Crandall Associates, Inc. 
Duplicates, retouching, assemblies, photocompos- 


ing, processing. ci 7-7397 
1 . 


Ferrara Color Studios, Inc. 

Creators of Colorsemblies 

Ektas assembled, retouched, duplicated 

112 W. 48 St., NYC 36 Plaza 7-7777 


Kurshan & Lang Color Service 

24 Hour Custom Ektachrome processing 
Duplicating & Dye Transfer Prints 

10 E. 46th St., N. Y. 17 


Norman Kurshan Inc. Color Service 

Quality dye transfers, C-prints & stats. 
Duplicate transparencies, art copies, slides. 
24 hour custom color processing. 
Call Norman Kurshan directly at 
8 West 5éth St., N. Y. 19, N. Y. 
Jack Ward Color Service, Inc. 
Type “'C’’ prints—duplicates—dye transfer prints 
Color processing— 
202 East 44th Street 


MU 7-2595 


JU 6-0035 


MUrray Hill 7-1396 


PHOTO SERVICES—B&aW 


Modernage Photo Services 

Two Laboratories: 

319 E. 44 St. 480 Lexington Ave. 

Prints for reproduction in grey-scales to meet 

exacting requirements of all printing processes 

@ Developing and printing for magazines and 
industry 

@ Copying of artwork 

@ Commercial photography; studio available by 
hour-and day 


Call Ralph Baum LExington 2-4052 


PROOFREADING, EDITING 


Lasky Associates 

Authoritative, objective reading on manuscript 
and proof. Catalogs, brochures, technical books 
and bulletins. We find all the mistakes. 

131 W. 23rd St., N. Y. 11 CHelsea 2-6675 


RETOUCHING 
Ted Bellis 
Flexichrome, Carbro, Dye Transfer, Black & White 
10 W. 33rd St., N. Y. C. PE 6-6850 
Color Transparency Retouching Studio 
Finest Retouching and Assembling 
58 West 47 St., NYC 36 Cl 7-7377 


Robert Crandall Associates, Inc. 
Transparency retouching and assembling by 
experts. 


58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Davis * Ganes 

Color correction/retouching—Transparencies, 
Dye Transfers, Carbros. Flexichrome coloring. 
516 Sth Ave., N. Y. 36 MUrray Hill 7-6537 


Horstmann & Riehle 
Black & White, Industrial & Flexichromes 
475 Fifth Ave., N.Y. C. MU 5-7258 


Tulio Martin Studios 
Transparencies 


58 W. 57th St., N. Y. 19 Cl 5-6489 


Frank Van Steen 
Color Retouching. 


370 Lexington Ave., N. Y. C. LE 2-6515 


SALES PRESENTATIONS 


Robert Crandall Associates, Inc. 
Projection duplicates of excellent quality. 
58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Presentation Department 
® Visual Aids * Promotional Material ® Silk Screen 
4 W. 40th St., N. Y. C. LOngacre 4-4590 


Rapid Art Service, Inc. 

Creative Art Studio © Silk Screen © Typesetting & 
Letterpress ¢ Bookbinding * Charts and Maps ¢ 
Exhibits & Displays ¢ All under one roof, with 50 
craftsmen and 15,000 sq. ft. of space to give you 
the fastest service in New York. 

304 E. 45th St., NYC 17 Murray Hill 3-8215 


Wiener Studio 
Charts © Posters * Slides * Hand Lettering 
12 East 37 St., N. Y. C. MU 6-0656 


SILK SCREEN PROCESS 


Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 


12 E. 12th St., N. Y. 3 OR 5-7280 
Masta Displays Inc. 

20 years leadership in silk screened 

posters and displays 

230 W. 17th St., N. Y. C. CH 2-3717 


Rapid Art Service, Inc. 

Midtown's largest silk screen shop 

highest quality — fastest service 

304 E. 45th St., NYC 17 MuUrray Hill 3-8215 


STULL LIFE 


Sidney Gold 
Renderer of merchandise, jewelry, all mediums. 
673 Fifth Ave., New York 22 TEmpleton 2-8876 


STOCK PHOTOS 


Walter Chandoha 
Animal Photography—Specializing in Cats & Dogs 
Box 237, Huntington Station, L. |. HAmilton 7-8260 
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Underwood & Underwood Illustration Studios, Inc. 
Reserve illustrations for advertising . . . Editorial 
& promotional use. Not connected or associated 
with any other company using the Underwood & 








Underwood name. 
319 East 44th St., N. Y. 17. . . MU 4-5400 
646 North Mich. Ave., Chicago 11, Ill. DE 7-1711 


Underwood & Underwood News Photos, Inc. 
All subjects: Historical, Industrial, Scenics, 
Agricultural, Geographical, Personalities, etc. 
Also Transparencies. Ask for Free Listing. 

3 W. 46th St., N. Y. C. 36 JU 6-5910 


TELEVISION SERVICES 


Edstan Studio 
Slides, Telops, Flips, in b/w and color 
75 W. 45th St., NYC 36 


National Studios 
Hot Press, Slides, Telops, Animatics, Flips, etc. 
42 W. 48th St., NY 36, NY JUdson 2-1926 


Cl 5-6781 


TYPOGRAPHY 


The Composing Room, Inc. 
Advertising Typographers 


130 W. 46 St., N. Y JUdson 2-0100 


CLASSIFIED 


COLOR PRINT LAB needs first class man capable 
of making top quality dye transfer prints. Must 
be thoroughly experienced. Must take up resi- 
dence in Detroit. Oakland Color Prints, Inc., 2867 
East Grand Boulevard, Detroit 2, Michigan. 


REPRESENTATIVE WANTED. Organization (East 
Fifties) representing only nationally known artists 
and photographers—including studio facilities for 
handling direct accounts—has opening for quali- 
fied person — unlimited accounts available — all 
inquiries held in strict confidence. Box 7000, 
Art Direction, 19 W. 44th St., New York 36, N. Y. 
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PLACEMENT AGENCY 


6 E 46 ST. Yukon 6-9585 








A PLACEMENT SERVICE 
FOR COMMERCIAL ARTISTS 


MUrray Hill 8-0540 


PROFESSIONAL PLACEMENT CENTER 4 : 


NEW YORK STATE EMPLOYMENT SERVICE 





MADISON 
AVENUE 


NEW YORK 22 
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(continued from page 26) 


Some of the big facts about the big pic- 
ture: Original was taken on a standard 
8x 10 view camera on Eastman Kodak 
type “S” color negative film. Print was 
made from cropped section measuring 
8” x 2”. This is 825/100,000 the size of 
the final print. Print consists of 27 sepa- 
rate strips each 20’x 40’, printed on 
Eastman Kodak Ektacolor (type C) 
paper. When finished and retouched 
print was lacquered to give matte finish 
and waterproof as well as to filter out 
ultra-violet light so as to add to its life 
expectancy. Another fluorescent coating, 
invisible by normal light, transforms 
scene from sunlit day to moonlit night 
when illuminated by Stroblite or “black 
light” . . . the giant picture is the equiva- 
lent of 40,000 average (214 x 314) prints. 
Processing required a total of 525 gallons 
of chemicals and 10,000 gallons of water, 
used specially designed equipment. To 
mount in one continuous operation an 
airplane hangar was rented. Six men 
worked around the clock for 5 days to 
expose and process, wet mount took six 
men 3 normal work days, and 3 persons 
worked four 8-hour days spotting and 
spray coating. 


news from Ansco includes availability 
of Super Anscochrome Daylight film in 
127 size and development of a new Easy- 
Loader for eight 20-exposure rolls of 
35mm Anscochrome. It permits daylight 
loading. Also a new automatic slide pro- 
jector, the Anscomatic, which taxes 
2 x 2s, 35mms, 828s, and 127s . . . Sim- 
Pull Opening is name of new 3rd class 
envelope developed by Tension En- 
velope Corp. A non-protruding tab, 
which is part of the side flap, is spot- 


gummed in position, is easily pulled out | 


to open the envelope. Envelope is fast 
opening, has novelty appeal. It permits 
use of wider area on back of envelope 
for advertising messages, is snag-free 
when handled on automatic stuffing and 
inserting equipment . . . unique maga- 
zine insert developed by Boston ad 
agency Arnold & Co. for Pullman 
Vacuum Cleaner Corp. Outside corners 
fold over. When opened by reader they 
extend area: of ad to an irregularly 
shaped 1114 x16”. One corner is used as 
a business reply card . . . The Head- 
liners Lettering Studio has announced 
completion of its 172 page catalog of 
photoprocess styles. Contained in it are 
over 600 alphabets reflecting current 
trends in traditional and modern letter- 
ing. Requests for catalogs should be 
made on company letterheads. * 
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SELL YOURSELF LOCALLY... 


Place an ad in 
Art Direction’s 
local news pages 














SUMMER 
SESSION 


CREATIVE 
CRAFTSMANSHIP 


S 


Air- % Ist session June 1-jJune 26 
Conditioned 2nd session June 29-Aug. 28 
COURSES IN: LAYOUT, DESIGN, FASHION, 
RENDERING, AUDIO-VISUAL ART, PAINTING, 
STYLIZED CARTOONING, RETOUCHING, 
AIRBRUSH, LIFE DRAWING, LETTERING, 
TYPOGRAPHY, PASTE UP & MECHANICALS 


SCHOOL of VISUAL ARTS 
245 E. 23 St., N. Y. 10 + MU 3-8397 


Co-Educational + Day & Evening 
Approved for Foreign Students * Catalog D 




























ANOTHER WORK OF ART... 


FAIRGATE 
HARD ALUMINUM 
GRADUATED 
T-SQUARE 








FoR EVERY 
MEASURING AND 

SQUARING 

STRONG AND RESILIENT... 

SO EASY TO HANDLE 

12” — $1.00 te 60" — $13.75 

WRITE FOR CIRCULAR 

tae FAIRGATE RULE CO., con spring 44, KY. 






























PHOTOSTATS 


AMERICAN 


BLUEPRINT CO 


Plaza 1-2240 
MU 7-196) 
CO 5-0990 

Plaza 1-2240 


7 EAST 47” ST. 
299 MADISON AVE 
630 FIFTH AVE 

60 EAST 56 ST 
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do biggest accounts get the 





best advertising? 


It would make sense that the clients 
with the most money to spend should 
get the best advertisements from their 
agencies. 

They can afford the top talent. 
Budgets are generous and the art direc- 
tor can usually call on the best artists 
and photographers to finish the jobs. 

Yet, so often we see smaller accounts 
advertising their products with more 
verve—and more effectively. Companies 
with billings hovering around a million 
or less dollars a year—Hathaway shirts, 
Piels Brothers, Smirnoff Vodka, to name 
only a few—have established themselves 
in the public’s mind as firmly as com- 
panies spending two to five times that 
amount. It seems that some of the giants 
get the least for the money, dollar for 
dollar. 

There are many ready-make excuses 
for this state of affairs. The most used 
are: 

1. More people are involved in the 
production of an advertisement for a 
large advertiser. More meetings, discus- 
sions, opinions, signatures. You don’t 
beat your head against one stone wall; 
you’ve got a whole row of stone walls. 
In the end, your brain is softened to a 
pulp, and you give up. 

2. The big spenders sell mass items. 
The advertising has to appeal to every- 
one, to all chronological and intellectual 
ages. The fancy advertising, appreciated 
by only a few, has no place here. 

3. Advertisements are only a part of 
a larger plan. Individual, off-the-seat-of- 
my-pants advertising can’t survive if it 
has to dovetail with research, marketing, 
merchandising. 

These arguments all sound reasonable. 
We think, however, that they still don’t 





always provide the reason for mediocre 
advertising. 

1. More people are involved, yes, but 
they are—or should be—the most knowl- 
edgeable ones in the field. We think 
there is a tendency on the part of agen- 
cies to become frightened at the array 
of clients’ executives who must pass on 
an ad. These agencies enter the battle- 
field defeated before the battle takes 
place. 

2. Perhaps the idea of showing a 
housewife serving a breakfast cereal 
wearing an eyepatch has been turned 
down by the client who must appeal to 
the “masses.” But there are other ideas. 
Some of the best current campaigns are 
for breakfast cereals— a mass item. 

3. Research may hamper creativity, 
but it doesn’t have to. Sound advertising 
schemes built on ample information 
should give the art director the impetus 
to tackle a problem. There is no reason 
why such data should tie him up in 
knots. 

There is evidence that largeness does 
not have to equal mediocrity. Automo- 
bile advertisers are doing a pretty good 
job. Marlboro made a sensation with its 
campaign. Some of the airlines are con- 
sistent producers of notable advertising. 

We think that the motto “you can 
only do a good ad for a small account” 
has been repeated so often that many 
people just take this for granted with- 
out finding out for themselves. The fact 
is that there is no logical ground—other 
than personal attitudes —for undistin- 
guished big-time advertising. Large 
clients should do as well as their smaller 
brethren—or better. It stands to reason 
that the guy with the most money in his 
pocket should get the most. o 





by Stephen Baker 





